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A discipline is measured in terms of its theoretical founda- 
tions in conjunction with their implied verifiable consequences. 
Therefore, because advertising is generically a communication 
industry, this Journal aims to encourage the discovery and 
development of (a) valid theory and relevant facts regarding 
the psychological and philosophical aspects of communication, 
and (b) the relationship between these and other components 
of the advertising process. 

The Journal of Advertising accepts original manuscripts of a 
theoretical, empirical, or essay nature. Manuscripts should be 
submitted to the Editor. The Editor is responsible for the 
selection and acceptance of manuscripts, but the responsibility 
for statements expressed and accuracy of facts in manuscripts 
rests solely with the individual author. The Journal is not 
responsible for unsolicited manuscripts. 


REVIEW PROCEDURE: The receipt of a manuscript is 
acknowledged by letter. Authors submitting papers to the 
Journal of Advertising will be sent a form requesting informa- 
tion on whether that manuscript has been published, is being 
considered for publication, has been presented or will be 
presented. Papers are not sent to reviewers until the informa- 
tion request is completed and returned. The Journal’s space is 
to be used for original contributions of quality. Two to four 
reviewers are used in a blind review process. Upon return of 
the reviews, the accept/reject/revise decision is made by the 
Editor and the author is notified. Reviewers’ comments are 
provided to the author. 


MANUSCRIPT GUIDELINES: 


Reports of empirical research should include: 

1. a description of the population from which the sample 
was drawn and the method by which the respordents (or 
subjects) were selected, 

2. a description of the operationalization and/or manipula- 
tion of the maior variables, 

3. a description of and/or sample items from any measure- 
ment instruments not previously published, 

4. tables of means or other applicable descriptive statistics, 
5. a discussion of the limits to the generalizability of the 
study’s findings, 

6. ads or variations of ads used or referred to (copies, 
scripts, storyboards, etc.), 

7. the availability and source of methodological details not 
included in this manuscript or referenced from other 
publications. 

Author’s(s’) other work on same topic: Every manuscript 
submitted to the Journal of Advertising should: 

1. reference all previously published work reporting the 
same data or parts thereof, including journal articles, por- 
tions of books, proceedings papers, working papers, and/or 
a dissertation or thesis, 

2. describe the similarities and differences between the 
submitted manuscript and any previously written works by 
any of the authors based on the same data set or on the 
same topic using the same methodology. 

Length: Up to 20 double-spaced typewritten pages, in- 
cluding tables and exhibits. Shorter manuscripts are 
appreciated. 

Copies: Send 5 copies of the manuscript — please keep 
the original. 

Abstract: Manuscripts should be accompanied by an 
abstract of 100 to 120 words in length, on a separate sheet 
of paper. 

Author identification: Given the blind reviewing process, it 
is inappropriate for the author(s) to be identified or dis- 
cernible in the body of the paper. Authors’ names and 
affiliations should appear only on the title page of the 
manuscript, which will be torn off before mailing to re- 
viewers. (The title of the paper should appear immediately 
before the body of the paper.) 


References: References are to be arranged in numbered 
alphabetical order at the end of the body of the paper, 
beginning on a separate sheet. Reference notation in the 
body of the paper is in parentheses, by number, and may 
include page numbers. For example, (13) means reference 
number 13. Two references are separated by a comma, e.g., 
(18, 15). Page numbers are indicated by a colon, e.g., 
(13:5), which means reference 13, page 5. Reference style 
is observable in this issue of the Journal. 

Footnotes: The Journal of Advertising does not use foot- 
notes. Acknowledgements are discouraged but may be used. 
Camera-ready copy: Authors may be asked to provide 
camera-ready copy of tables, exhibits, figures, and other 
artwork upon acceptance of the manuscript. These need 
not be prepared prior to acceptance. 

Copyrighted material: Copyright law prohibits a manuscript 
from appearing in more than one copyrighted publication. 
Allowing an article to be published in the Journal of 
Advertisirzg is a guarantee that it has not been nor will it 
be published in any other copyrighted publication. 


Authors are responsible for obtaining permission to use any 
material in their manuscripts which is copyrighted. 


PERMISSION TO REPRODUCE: “The appearance of the 
code on the first page of an article in this journal (serial) 
indicates the copyright owner’s consent that copies of the 
article may be made for personal or internal use, or for the 
personal or internal use of specific clients. This consent is 
given on the condition, however, that for copying beyond that 
permitted by Sections 107 or 108 of the U.S. Copyright Law, 
the copier pays the per-copy fee included in the code. The 
appropriate remittance should be forwarded with a copy of 
the first page of the article to the Copyright Clearance Center 
Inc., 29 Congress St., Salem, MA 01970. This consent does 
not extend to other kinds of copying such as copying for 
general distribution for advertising or promotional purposes, 
for creating new collective works or for resale. Copies of 
articles published prior to 1978 may be made under similar 
conditions.” 


SUBSCRIPTIONS: Subscriptions to the Journal of Advertising 
are by volume (year). Anyone subscribing during a year receives 
the full set of issues for that year. Members of the American 
Academy of Advertising receive one volume (four issues) as 
part of their annual Academy membership dues. 
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82071. The charge per issue is $8.00. All past issues are avail- 
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Xerox University Microfilms, 35 Mobile Drive, Toronto, 
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Turk 7(2, 1978)©58-59 

See also REGULATION 


HISTORY OF ADVERTISING Griese 4(4, 1975)34- 
38, Griese 6(3, 1977)18-23, Miracle 6(3, 1977) 
24-28 & 10, Mullen and Bowers 8(1, 1979)39-42, 
Norris 9(3, 1980)3-11 

HUMOR IN ADVERTISING Brooker 10(4, 1981)29- 
40, Kelly and Solomon 4(3, 1975)31-35, Murphy, 
Cunningham, Wilcox 8(2, 1979)17-21 


INFORMATION PROCESSING Earl and Pride 9(3, 
1980)36-44 & 46, Greeno and Sommers 6(1, 1977) 
29-32, Hunt 5(3, 1976)5-8, Kirkpatrick 1(1, 1972) 
10-12, Larkin 8(2, 1979)5-7 & 48, Larkin and 
Grotta 6(4, 1977)5-10, Moore and Pride 9(2, 
1980)20-28 & 43, Park and Lessig 6(1, 1977)10- 
16, Stewart 1(1, 1972)48 

INTERNATIONAL ADVERTISING Christian 3(4, 
1974)23-25, Green, Cunningham, Cunningham 
4(3, 1975)25-30, Green, Cunningham, Cunningham 
4(3, 1975)®30, International Advertising Associ- 
ation 3(1, 1974)21-25, McGann and Aaby 4(3, 
1975)19-24, Moore and Adamson 4(1, 1975)15- 
19, O’Connor 3(2, 1974)9-14, Plummer 6(2, 1977) 
5-15, Ryans and Berger 7(3, 1978)40-47, Ryans 
and Fry 5(2, 1976)11-13, Santos 5(3, 1976)35-39, 
Tal 3(2, 1974)19-23, Theophilopoulos 3(2, 1974) 
15-18, Unwin 4(3, 1975)©29-30, Weinstein 6(4, 
1977)19-24 


LEGAL ASPECTS OF ADVERTISING Bernacchi 
5(2, 1976)24-28, Kottman 8(4, 1979)6-12, Morgan 
8(4, 1979)30-37, Murdock and Peterson 10(4, 
1981)5-10 & 47, Rotfeld and Rotzoll 9(3, 1980) 
16-20 & 45, Russell 6(1, 1977)49 


MAGAZINE ADVERTISING Bearden, Teel, Durand, 
Williams 8(2, 1979)8-16, Douglas 6(1, 1977)40-43 
& 48, Kelly 8(3, 1979)20-24, LaBarbera 10(1, 
1981)31-37, Larkin 8(2, 1979)5-7 & 48, Murphy 
and Amundsen 10(1, 1981)14-20, Rentz and 
Reynolds 8(2, 1979)22-25, Sosanie and Szybillo 
7(2, 1978)5-13, Unwin 3(2, 1974)24-27, Urban 
9(1, 1980)32-43, Winn and Neville 5(1, 1976) 
10-16, Woodside and Motes 8(1, 1979)19-25, 
Woodside and Reid 5(3, 1976)25-28 

MANAGEMENT see ADVERTISING 
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also see AGENCY MANAGEMENT 


MARKETING CONTEXT AND ADVERTISING 
Achenbaum 3(3, 1974)21-24 & 41, Barry and 
Tremblay 4(4, 1975)15-20, Block and Kellerman 
7(4, 1978)36-39 & 45, Bursk and Sethi, 5(1, 1976) 
24-27, Dillon 4(3, 1975)15-18 & 10, Friedman and 
Friedman 5(2, 1976)29-31, Ginter and Bass 1(1, 
1972)33-39, Ginter and Bass 2(1, 1973)@40-41, 
Green, Cunningham, Cunningham 4(3, 1975)25- 
30, Green, Cunningham, Cunningham 4(3, 1975)® 
30, Greeno and Sommers 6(1, 1977)29-32, Hansen, 
Barry, Reed, McGill 5(3, 1976)16-21 & 24, Hill, 
Larsen, Newby, Robinson 10(3, 1981)19-24, 
Houston and Hanieski 5(1, 1976)38-39 & 44, 
Kottman 6(1, 1977)34-39, Lincoln and Samli 10(3, 
1981)25-34, O’Connor 3(2, 1974)9-14, O’Toole 
2(2, 1973)32-34, Patti 8(4, 1979)38-42, Shimp 
10(2, 1981)9-15 & 48, Shimp and Dyer 7(3, 1978) 
13-19, Stanton and Lowenhar 6(2, 1977)16- 

22, Surlin and Leckenby 2(1, 1973)©37 & 40, Teel, 
Williams, Bearden 9(3, 1980)31-35 & 46, Unwin 
4(3, 1975)©29-30, Van Auken 7(4, 1978)31-35, 
Wilkinson, Mason, Paksoy 8(3, 1979)43-46 & 48, 
Woodside and Taylor 7(1, 1978)48-51 

MEDIA Assmus 7(1, 1978)4-10, Bearden, Teel, 

Durand, Williams 8(2, 1979)8-16, Block and Keller- 
man 7(4, 1978)36-39 & 45, Bodeau 5(1, 1976)5-8, 
Bogart 4(2, 1975)28-30, Cannon and Merz 9(2, 
1980)33-36 & 44, Carey 9(2, 1980)3-9 & 43, 
Douglas 6(1, 1977)40-43 & 48, Headen, Klomp- 
maker, Teel 5(1, 1976)18-21 & 27, Johnson 10(4, 
1981)11-19, Katz 10(2, 1981)37-40, Krugman and 
Barban 7(4, 1978)4-8, Larkin 8(2, 1979)5-7 & 
48, Larkin and Grotta 6(4, 1977)5-10, Lorimor 
6(1, 1977)17-25, Lowenhar and Stanton 5(2, 1976) 
19-23 & 28, Mogg and Enis 3(3, 1974)35-41, 
Murphy, Cunningham, Wilcox 8(2, 1979)17-21, 
Reynolds, Martin, Martin 6(2, 1977)32-35 & 31, 
Rust, Klompmaker, Headen 10(3, 1981)42-46, 
Sunoo and Lin 8(3, 1979)25-28, Tal 3(2, 1974) 
19-23, Teel, Durand, Bearden 6(4, 1977)36-40, 
Unwin 3(2, 1974)24-27, Urban 9(1, 1980)32-43, 
Weilbacher 10(3, 1981)14-18, Woodside and Reid 
5(3, 1976)25-28 

See also specific media headings 


METHODOLOGY Achenbaum 3(3, 1974)21-24 & 
41, Barksdale, Hilliard, Guffey 3(4, 1974)26-33 & 
39, Barksdale, Hilliard, Guffey 4(1, 1975)@39-40, 
Barry 9(1, 1980)11-18, Evans 9(1, 1980)27-31, 
Grossman and Weil 7(3, 1978)31-35, Harper, Elam, 
Harris, Sharpe 7(1, 1978)11-16, Headen, Klomp- 
maker, Teel 5(1, 1976)18-21 & 27, Lambert 9(2, 
1980)37-41 & 44, Permut 4(1, 1975)©39, Reid, 
Soley, Wimmer 10(1, 1981)3-13, schultz, Block, 
Custer 7(2, 1978)14-22, Sethna 7(1, 1978)35-42, 

Werkmeister 3(4, 1974)21-22 


MODEL PORTRAYAL Chestnut, LaChance, Lubitz 
6(4, 1977)11-14, Derrick and Wolken 7(2, 1978) 
©60 & 57, Peebles and Ryans 7(2, 1978)48-52 & 
47 


See also SEX ROLE PORTRAYAL 


NEWSPAPER ADVERTISING Glover and Hetlund 
7(1, 1978)52-55, Harper, Elam, Harris, Sharpe 7(1, 
1978)11-16, Larkin 8(2, 1979)5-7 & 48, Larkin 
and Grotta 5(1, 1976)28-31, Larkin and Grotta 
6(4, 1977)5-10, Lorimor 6(1, 1977)17-25, Spark- 
man and Austin 9(4, 1980)39-42, Wilkinson, Bon- 
field, Mason 4(4, 1975)21-26 & 48, Wilkinson, 
Mason, Paksoy 8(3, 1979)43-46 & 48 


OUTDOOR ADVERTISING Fitts and Hewett 6(1, 
1977)26-28 & 39 


POLITICAL ADVERTISING Buchwald 4(1, 1975) 
11-14, Griese 4(4, 1975)34-38, Surlin a.id Gordon 
5(1, 1976)32-37 & 44, Szybillo and Hartenbaum 
5(4, 1976)42-46 & 52 

PROFILES 
Banks, Seymour. Coulson 7(1, 1978)17-18 & 16, 
Bedell, Clyde. Joel 8(1, 1979)48-50, 

Caples, John. White 6(4, 1977)47-48, 
Gossage, H L. Rotzoll 9(4, 1980)6-14 & 42, 
Knowlton, Arch O. Braun 7(4, 1978)50-51, 
Marsteller, W A. Wright 7(2, 1978)62-63, 
Sandage, Charles H. Dunn 7(3, 1978)48-49 

PROJECT 1980. Miracle 6(2, 1977)47 & 46, Steiner 
6(1, 1977)50-52 

PSYCHOGRAPHICS Cannon and Merz 9(2, 1980) 
33-36 & 44, Winter and Russell 2(1, 1973)32-35, 
Winter and Russell 2(1, 1973)@36 & 46, Wolter 
2(1, 1973)©35-36 

See also CONSUMER BEHAVIOR 

PUBLIC POLICY Bernacchi 6(3, 1977)29-33, Chan- 
dron, Lowenhar, Stanton 8(2, 1979)36-41 & 48, 
Cohen 10(2, 1981)3-8, Hunt 6(2, 1977)28-31, 
Kirkpatrick 1(1, 1972)10-12, Kottman 8(4, 1979) 
6-12, Luksetich 2(1, 1973)20-25 & 46, Miller 6(1, 
1977)4-9, Miracle 6(2, 1977)47 & 46, Morgan 
8(4, 1979)30-37, Mullen and Bowers 8(1, 1979) 
39-42, Permut and Haefner 3(4, 1974)40-44, 
Permut and Haefner 4(1, 1975)@41, Preston 9(3, 
1980)12-15 & 45, Rockwell 1(1, 1972)13-16, 
Rotfeld and Rotzoll 9(3, 1980)16-20 & 45, Russell 
6(1, 1977)49, Surlin 3(4, 1974)©45, Uhl 7(2, 
1978)35-40, Weinstein 6(4, 1977)19-24, Zanot 
9(4, 1980)20-26 & 42 

See also FEDERAL TRADE COMMISSION 
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PUBLIC RELATIONS Buchwald 4(1, 1975)11-14, 
Kummerfeldt 4(1, 1975)6-10, Moore and Adamson 
4(1, 1975)15-19, Walsh 4(1, 1975)20-22 


RADIO ADVERTISING Katz 10(2, 1981)37-40, 
Larkin 8(2, 1979)5-7 & 48, Schultz, Block, Custer 
7(2, 1978)14-22, Soley, Teel, Reid 9(4, 1980) 
15-19, Szybillo and Hartenbaum 5(4, 1976)42-46 
& 52 

REGULATION OF ADVERTISING Bernacchi 6(3, 
1977)29-33, Bernacchi 7(2, 1978)®@59-60, Brozen 
2(2, 1973)28-31, Burr and Burr 5(4, 1976)37-41, 
Chevins 4(2, 1975)31-36, Christian 3(4, 1974) 
23-25, Cohen 10(2, 1981)3-8, Enis, Spencer, Webb 
9(1, 1980)19-26, Enis, Spencer, Webb 9(2, 1980) 
42, Griffin 5(2, 1976)14-18, International Adver- 
tising Association 3(1, 1974)21-25, Kirkpatrick 
1(1, 1972)10-12, LaBarbera 9(4, 1980)27-38, 
McCaffrey 2(1, 1973)16-19, Peebles and Ryans 
7(2, 1978)48-52 & 47, Preston 9(3, 1980)12-15 & 
45, Rotfeld and Reid 8(1, 1979)9-i4, Russell 
7(3, 1978)54, Steiner 6(1, 1977)50-52, Tallman 
1(1, 1972)17-22, Turk 7(2, 1978)©58-59, Turk 
8(1, 1979)4-8, Zanot 9(4, 1980)20-26 & 42 

See also FEDERAL TRADE COMMISSION 

RESEARCH Achenbaum 3(3, 1974)21-24 & 41, 
Assmus 7(1, 1978)4-10, Bodeau 5(1, 1976)5-8, 
Bogart 4(2, 1975)28-30, Brown and Jackson 6(4, 
1977)15-18, Gardner 5(4, 1976)5-11 & 19, Gross- 
man and Weil 7(3, 1978)31-35, Harper, Elam, 
Harris, Sharpe 7(1, 1978)11-16, Hendon, McGann, 
Hendon 7(3, 1978)4-12, Jain and Hackleman 7(3, 
1978)2 -25, Kelly and Solomon 4(3, 1975)31-35, 
Largen 3(1, 1974)©36-37, Leckenby 7(1, 1978) 
19-27, Folitz 4(2, 1975)10-12, Reid, Soley, Wim- 
mer 10(1, 1980)3-13, Russell 8(1, 1979)47, Russell 
and Martin 5(3, 1976)29-34, Stewart 3(1, 1974) 
49, Stewart 3(3, 1974)16-20, Weilbacher 10(3, 
1981)14-18, Werkmeister 3(4, 1974)21-22, Yoeli 
3(1, 1974)33-36, Yoell 3(1, 1974)®@37 & 46 


SERVICES, ADVERTISING OF Darling and Hackett 
7(2, 1978)23-34, Miller and Waller 8(4, 1979) 
20-29 

SEX ROLE PORTRAYAL Chestnut, LaChance, 
Lubitz 6(4, 1977)11-14, Derrick and Wolken 7(2, 
1978)©60 & 57, Kerin, Lundstrom, Sciglimpaglia 
8(3, 1979)37-42, Peebles and Ryans 7(2, 1978) 
48-52 & 47, Surlin 7(3, 1978)36-39 & 35 

See also MODEL PORTRAYAL 


SOCIAL EFFECTS OF ADVERTISING Allport 
3(4, 1977)18-20, Cardinal, Sanderson, Wingerter 
6(3, 1977)34-40, Chandron, Lowenhar, Stanton 
8(2, 1979)36-41 & 48, Engel 3(3, 1974)6-9, 


Kottman 8(4, 1979)6-12, Miller and Waller 8(4, 
1979)20-29, Moore and Moschis 7(4, 1978)24-30, 
Nagata 3(1, 1974)38-42, Nagata 3(1, 1974)® 
44-46, Rotzoll 5(3, 1976)9-15, Scammon and 
Christopher 10(2, 1981)26-36, Sissors 7(3, 1978) 
26-30, Steiner 10(3, 1981)3-13, Steiner 6(1, 1977) 
50-52, Surlin 7(3, 1978)36-39 & 35, Tal 3(2, 1974) 
19-23, Unwin 3(1, 1974)©42-43, Unwin 3(2, 1974) 
24-27, Weinberger, Allen, Dillon 10(4, 1981) 
20-28 & 47 

See also PUBLIC POLICY 


SPECIALTY ADVERTISING Teel, Williams, Bearden 
9(3, 1980)31-35 & 46 

STRATEGY Achenbaum 3(3, 1974)21-24 & 41, 
Barry and Tremblay 4(4, 1975)15-20, Bursk and 
Sethi 5(1, 1976)24-27, Greeno and Sommers 6(1, 
1977)29-32, Hirschman and Wallendorf 9(2, 1980) 
17-19 & 43, Kottman 6(1, 1977)34-39, Plummer 
6(2, 1977)5-15, Ryans and Fry 5(2, 1976)11-13, 
Takai 3(3, 1974)53 

SUBLIMINAL ADVERTISING Kelly 8(3, 1979)20-24 


TELEVISION ADVERTISING Barry 7(4, 1978)9- 
16, Barry and Sheikh 6(3, 1977)5-10, Brown and 
Jackson 6(4, 1977)15-18, Burr and Burr 5(4, 1976) 
37-41, Enis, Spencer, Webb 9(1, 1980)19-26, Enis, 
Spencer, Webb 9(2, 1980)42, French and McBrayer 
7(4, 1978)17-23, French and McBrayer 8(1, 1979) 
15-18, Griese 4(4, 1975)34-38, Hendon, McGann, 
Hendon 7(3, 1978)4-12, Horn and McEwen 
6(2, 1977)23-27, Jones 1(1, 1972)24-27, Katz 
10(2, 1981)37-40, Kelly and Solomon 4(3, 1975) 
31-35, Krugman and Barban 7(4, 1978)4-8, Larkin 
8(2, 1979)5-7 & 48, Lowenhar and Stanton 
5(2, 1976)19-23 & 28, Murphy, Cunningham, 
Wilcox 8(2, 1979)17-21, Permut and Haefner 
3(4, 1974)40-44, Permut and Haefner 4(1, 1975) 
@41, Reid 8(3, 1979)13-19, Reid and Frazer 
8(4, 1979)13-19, Resnik and Stern 6(3, 1977)11- 
17, Resnik, Stern, Alberty 8(3, 1979)3-12 & 48, 
Rotfeld and Reid 8(1, 1979)9-14, Russell 7(3, 
1978)54, Rust, Klompmaker, Headen 10(3, 1981) 
42-46, Schlinger 3(1, 1974)12-15, Semenik 9(3, 
1980)21-30, Shimp 5(4, 1976)30-36 & 19, Sosanie 
and Szybillo 7(2, 1978)5-13, Stanton and Lowen- 
har 6(2, 1977)16-22, Stutts, Vance, Hudleson 10(2, 
1981)16-25 & 48, Sunoo and Lin 8(3, 1979)25-28, 
Surlin 3(4, 1974)©45, Szybillo and Hartenbaum 
5(4, 1976)42-46 & 52, Teel, Durand, Bearden 6(4, 
1977)36-40, Turk 8(1, 1979)4-8, Unwin 3(2, 1974) 
24-27, Urban 9(1, 1980)32-43, Wise, Brown, 

Cox 4(3, 1975)41-46 
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THEORY Arndt 1(1, 1972)46-47, Carey 9(2, 1980) Craig 6(2, 1977)36-41, Sheth 3(1, 1974)6-11, 
3-9 & 43, Reid and Frazer 8(4, 1979)13-19, Reid Tamm 3(2, 1974)6-8 
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AABY, N E see MCGANN & AABY 


ACHENBAUM, A A 3(3, 1974)21-24 & 41 
Who Says You Need Research to Position A 
Brand? 
There can be no doubt of the need for strategically posi- 
tioning a brand prior to the preparation of advertising and 
for conducting research to help in the formulation of that 
strategy. But the real issues are not that these should be 
done, but rather how they should be done. Basically, hard 
data, based on research from representative samples of the 
market universe, should be used to answer both explicitly 
and precisely each of four key issues involving the com- 
petitor milieu, sources of business, market target, and 
buying incentives. Done properly, the probability of creating 
more effective advertising is enhanced. 
ADAMSON, C see MOORE & ADAMSON 
AINSWORTH, H 
Book Reviews 5(1, 1976)43, 6(1, 1977)47, 
7(3, 1978)53, 8(2, 1979)42-43, 9(2, 1980)46, 
9(4, 1980)44-45 
ALBERTY, B see RESNIK, STERN, ALBERTY 
ALLEN, C T see WEINBERGER, ALLEN, DILLON 


ALLPORT, P W 3(4, 1974)18-20 
Professionalism In Advertising 
Advertising is made up of several diverse skills and disci- 
plines: writer, artist, dramatist, salesman, marketer, psy- 
chologist, statistician, media analyst, financial manager, 
entrepreneur, etc. Clearly, professionalism in advertising 
must be defined in terms applicable to each of these skills. 
But the advertising professional must be more than just 
competent in his craft. He must recognize that his role 
relates to the others involved — and to the whole. He should 
be dedicated to the proper and effective use of advertising. 
He must feel responsible for the consequences of his 
actions —on profits, sales, public attitudes, and within 
legal obligations. 


AMUNDSEN, M S see MURPHY & AMUNDSEN 


ARMBRUSTER, W A 3(3, 1974)25-34 

The Dynamics of Belief Dynamics 

Mr. Armbruster’s article consists of an edited version of 
his speech presented at the AAA Meeting in Chicago, 
October 1973. It is an exposure to the philosophy of Belief 
Dynamics, namely, how advertising creates beliefs and 
beliefs cause behavior. Examples are given of how this 
works (or fails) with paid advertisements, and also how it 
works in other human behavior situations. Mr. Armbruster 
discusses how to apply Belief Dynamics to yourself, to get 


are “perceived risk” and “opinion leadership.”’ The study 
asks whether there is a significant overlap in the behavior 
of husband/wife, parent/child, child/child. 

Comment 1(1, 1972)45-46 

Rejoinder 1(1, 1972)46-47 


ASSMUS, G 7(1, 1978)4-10 


An Empirical Investigation into the Perception of 
Vehicle Source Effects 

Many advertising experts believe that “the quality” of an 
advertising medium may enhance or inhibit the impact of 
the advertising message. The increment to the advertising 
response contributed by one advertising medium rather 
than another is called “the vehicle sources effect.”’ Although 
a few experimental studies have attempted to measure the 
size of this effect, as a rule, the media planner has to esti- 
mate it either directly or by assessing various related 
factors. This article reports on an empirical study of the 
media planner’s perception of vehicle source effects. Data 
from a survey are applied to the measurement of source 
weights. Then, various techniques are used to identify those 
attributes of a journal which the media planner associates 
with a relatively high or relatively low source effect. 


AUER, E 3(2, 1974)34-37 


The Advertising/Marketing Union 

Is the Advertising/Marketing “marriage” suffering from too 
much “togetherness” as are the conventional human 
marriages spawned in suburbia of the 50s and 60s? Is the 
Siamese-twin act souring? What is the solution to the 
problem? Can it be the rewriting of the marriage “‘contract”’ 
a la the O’Neill’s suggestion for ““open marriage”? 


AUER, E 5(2, 1976)5-10 


Creative Advertising Students: How Different? 

Are creative copywriting advertising students more em- 
pathic than their peers found in the noncreative classes 
in their schools or colleges? This study shows test results 
which indicate that creative copywriting advertising students 
are not more empathic than students in noncreative courses 
in two schools of journalism. They are more empathic 
than students found in noncreative courses or groups in 
a coilege of business. 


AUSTIN, L M see SPARKMAN & AUSTIN 


BAGLEY, D S III 


Book Review 9(4, 1980)45-46 


BARBAN, AM 


Book Review 5(2, 1976)40-41 


yourself to do what you’d really like to do. BARBAN, A M also see KRUGMAN & BARBAN 
ARNDT, J 1(1, 1972)40-45 BARKSDALE, H C, J E HILLIARD, H J GUFFEY 

Intrafamilial Homogeneity for Perceived Risk and JR 3(4, 1974)26-33 & 39 

Opinion Leadership Spectral Analysis of Advertising-Sales Interaction: 

Family members were interviewed to test their similarity An Illustration 

in consumer behavior. The two specific areas being tested Cross-spectral analysis is recognized as a powerful analytical 
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tool for the analysis of time-varying behavior in a number 
of disciplines. Applications in business have been limited, 
however, and the potential usefulness of this new approach 
to time series analysis has received relatively little attention 
in advertising. The purpose of this paper is to explain cross- 
spectral analysis and illustrate the use of this new technique 
in studying the interaction between advertising and sales. 
Comment 4(1, 1975)39 
Rejoinder 4(1, 1975)39-40 

BARRY, T E 7 (4, 1978)9-16 
Children’s Television Advertising: The Attitudes 
and Opinions of Elementary School Guidance 
Counselors 
Television advertising directed to children is a very sensitive 
issue. Elementary school guidance counselors were chosen 
as subjects in a survey which attempts to get an unbiased 
opinion on the effect of TV advertising on children. 
Television advertising is found to be potentially harmful 
to children and has a strong impact on them. While TV 
advertising is viewed as promoting undue materialism and 
negatively exploiting the young, it is believed to play a 
positive role in teaching children how to buy. 

BARRY, T E 9(1, 1980)11-18 
A Framework for Ascertaining Deception in 
Children’s Advertising 
Criteria are explained for judging deceptive or unfair ad- 
vertising, especially when directed toward children. A 
model is presented for ascertaining deception in children’s 
advertising, including the following steps: pre-examination 
of questioned advertisements, sample selection to obtain 
relevant and representative children, determine under- 
standing level of children, measure appropriate responses, 
determine if deception exists, determine deception’s impact, 
and make a final decision regarding continuation of the 
campaign or a cease and desist order with or without 
corrective advertising. 

BARRY, T E 
Book Reviews 5(3, 1976)42-43, 7(1, 1978)60-61 

BARRY, T E also see DUBINSKY, BARRY, KERIN 


BARRY, T E, R W HANSEN, M E MCGILL, HH 

REED 5(3, 1976)16-21 & 24 
Marketing Applications of Transactional Analysis: 
Some Empirical Support for Advertising 
While considerable attention has been given in the literature 
to personality theory and its implications for advertising, 
to date, little progress has been recorded in effecting 
practice. This article focuses on a relatively new personality 
theory, transactional analysis (TA), and its potential for 
contributing to the solution of advertising problem situ- 
ations. A pilot study was undertaken which yielded em- 
pirical evidence dealing with the application of TA to 
advertising media and message strategies. 

BARRY, T E & A A SHEIKH 6(3, 1977)5-10 
Race as a Dimension In Children’s TV Advertising: 
The Need for More Research 


Most of the current research in the area of television 


advertising to children deals entirely with white populations. 


This exclusion of black subjects exists in spite of an abun- 
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dance of research in education, sociology and psychology 
which suggests differences in the socialization of black and 
white children. The present article reviews major studies 
of television and children and black versus white child 
development. The authors conclude with several suggestions 
for further research. 

BARRY, T E & R L TREMBLAY 4 (4, 1975)15-20 
Comparative Advertising: Perspectives and Issues 
A strategy of advertising being used more and more fre- 
quently today, particularly in print and TV, is comparative 
advertising — the explicit verbal and/or visual presentation 
of competitor’s names in the message. Although never 
banned, comparative advertising has historically been 
frowned upon, particularly by the three major television 
networks. However, in early 1972 the Federal Trade Com- 
mission came out in favor of comparative advertising, and 
there has been a dramatic increase in its use in the past 
three years. There are many questions generated by a com- 
parative advertising strategy. For example, “is comparative 
advertising simply a comparison strategy or is it disparage- 
ment?” “Is it believable?” ‘‘Will it propagate more FTC 
regulation?” This article presents a perspective for compara- 
tive advertising and raises issues concerning its appropriate- 
ness for marketing managers. 

BASKIN, O W 
Book Reviews 6(1, 1977)47-48, 6(2, 1977)51-52, 
8(2, 1979)44-45 

BASS, F M see GINTER & BASS 


BEARDEN, W O 
also see TEEL, JR., DURAND, BEARDEN 
also see TEEL, JR., WILLIAMS, BEARDEN 


BEARDEN, W O, J E TEEL, JR, R M DURAND, 

R H WILLIAMS 8(2, 1979)8-16 
Consumer Magazines — An Efficient Medium for 
Reaching Organizational Buyers 
Network television and consumer magazines were compared 
with trade publications for cost efficiency in delivering 
individuals who influence organizational purchase decisions 
of $1,000 or more. Consumer magazines were found to 
deliver the total organizational buyer segment and various 
subsegments classified by industry and product category of 
the purchase more efficiently than the trade magazines. 

BELTRAMINI, R F 
Book Review 10(4, 1981)46-47 

BENGTSON, T A 
Book Review 9(1, 1980)46-47 

BERGER, V see RYANS & BERGER 

BERMAN, B 
Comment 3(4, 1974) 38-39 

BERNACCHI, M D 5(2, 1976)24-28 
Substantive False Advertising Standards: 
Discretion and Misinformation by the FTC 
This article concerns the FTC’s discretionary answering of 
the three substantive questions which a potentially false 
and/or deceptive advertisement face. These questions 
concern: 1) the intelligence level of the consumer, 2) the 
standard to be used when evaluating ihe “promises” of the 


advertisement and 3) the method used to determine the 
“truth” of the ad’s “promises.” After viewing the discre- 
tionary nature of the answers to each of the substantive 
questions in the light of case law and/or FTC decisions, it 
is concluded that a “marketing oriented” FTC which, 
among other things, not only acknowledges but actively 
solicits grass root “consumer surveys” would better serve 
the public interest. These surveys would be performed by 
independent and non-partisan research firms to resolve the 
substantive questions asked would best serve the true public 
(consumer) interest. 


BERNACCHI, M D 6(3, 1977)29-33 


The Expanding Jurisdiction of Deceptive, Mis- 
leading and False Advertising By the FTC 

This article examines the jurisdictional activities of the 
Federal Trade Commission. The author traces the business 
and public interest interpretations of the Commission in 
the development of regulatory standards. The question is 
raised whether the current powers of the FTC are ultimately 
in the best interests of either advertisers or the public they 
are designed to protect. 

Comment 7(2, 1978)58-59 

Rejoinder 7(2, 1978)59-60 


BITTA, A J see DELLA BITTA 


BLOCK, C E & BJ KELLERMAN 7(4, 1978)36-39 
& 45 

Variation in Exposure Patterns to Commercial 
Sources of Information: An Empirical Analysis of 


the Differences Among the Poor Living in Rural 
and Urban Environments 

Clarton, et al., suggest that three classes of variables — 
individual, situational, and product characteristics — can 
cause variation in search behavior. This study attempts to 
determine if situational factors (i.e., environmental setting) 
affect the media exposure patterns of the poor. 

The findings are that significant differences do exist re- 
garding media exposure patterns of these urban and rural 
poor. The urban poor are heavier viewers of TV, while the 
rural poor are heavier radio listeners. Magazines are read 
more by the rural poor, while newspapers are read more 
by the urban poor. There are more heavy readers among 
the urban poor, but a large portion of both groups do little 
reading. There are also differences in the type of broadcast 
programming and print material preferred by each group. 


BLOCK, M P 


Book Review 9(4, 1980)46 


BLOCK, M P 


also see SCHULTZ, BLOCK, CUSTER 


BODEAU, R 5(1, 1976)5-8 


Advertising Media: An Appraisal 

At times when the economy is depressed it is necessary for 
advertisers to carefully spend their advertising dollars. 
Television advertising is popular but expensive. Radio and 
newspaper advertising are benefitting from rising costs of 
television advertising. 

Sex and violence are big threats to television. The networks 
rely heavily on rating measurements by Nielsen, TGI, 


Simmons and other such services. Advertisers should con- 
sider the media an important part of the advertising entity. 
They should not place total trust in the numbers produced 
by rating services but rather should treat them as directional 
clues. 

BOGART, L 4(2, 1975)28-30 
Media Models: A Reassessment 
Decision-making models must be distinguished from in- 
structional models. Use of the computer in media selection 
involves decision models which entail assumptions that can 
be no better than the general state of the advertising art. 
The ascendency of operations research in advertising gen- 
erated a huge appetite for data without answering the 
essential questions on which the validity of any media 
model depends. These questions turn out to represent the 
continuing unresolved agenda of communications research 
and do not lend themselves to the type of generalization 
which is necessary for a working model. 


BONFIELD, E H see WILKINSON, BONFIELD, 

MASON A 

BOWERS, T A see MULLEN & BOWERS 

BOYD, RS 
Book Review 7(4, 1978)46-47 

BRAUN, D K 
Profile 7(4, 1978)50-51 

BRITT, S H, J P DONAHOE, J E FOLEY 4(2, 1975) 

6-8 
In-House Industrial Advertising or Outside Agency? 
What are the best guidelines for an industrial marketer in 
determining whether to have an in-house agency or to use 
an outside full-service advertising agency? 
An investigation of this question revealed interesting pros 
and cons—as to such factors as the economics of the 
situation, personnel, “‘climate,’’ and staleness. The authors 
provide some useful ideas for industrial advertisers. 

BROOKER, G W 10(4, 1981)29-40 
A Comparison of the Persuasive Effects of Mild 
Humor and Mild Fear Appeals 
An experiment is described in which mild humor and mild 
fear-arousing appeals are studied for two “new” products. 
Effects are compared for the humor, the fear, and a straight- 
forward information message. Results on the humor appeals 
are similar to those of many other siudies; they were not 
different than the straightforward information treatment. 
However, fear appeals had negative effects, which conflict 
with some previous results and suggest that advertisers 
should be cautious about using fear appeals. 

BROWN, H E see WISE, BROWN, COX 


BROWN, S W & D W JACKSON 6(4, 1977)15-18 
Comparative Television Advertising: Examining 
Its Nature and Frequency 
Despite the frequent discussion and usage of comparative 
advertising, very few studies have empirically examined the 
phenomenon. This article reports the findings of a content 
analysis of 896 nationally televised advertisements. Results 
on the types of products compared, the competitive advan- 
tages stressed, the extent to which competition is noted, 
and the frequency of comparative advertising are reported. 
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The study showed that strictly defined comparative ad- 
vertisements are a relatively small percentage of total 
national television advertisements. Results also suggest that 
certain product types are more likely to utilize comparisons. 
Furthermore, quality is clearly the most common attribute 
stressed in comparative advertisements. 

BROZEN, Y 2(2, 1973)28-31 

Are New FTC Advertising Policies Inhibiting 
Competition? 
The FTC’s new policy requiring substantiation of adver- 
tising claims is imposing costs and raising entry barriers 
which may result in higher prices to consumers without 
creating offsetting values. Also its treatment of advertising 
in the cereal complaint, suggesting that advertising is a 
barrier to entry, flies in the face of the logic and the evi- 
dence concerning the role of advertising. Advertising is a 
means of entry, not a barrier. It is primarily a method of 
creating disloyalty among buyers from an advertiser’s 
competitors, not a method of cementing the patronage of 
current buyers of products. The FTC staff argues that 
advertising raises costs. It fails to recognize that advertising 
is an inexpensive substitute for expensive alternative 
methods of marketing and, consequently, red»ces costs. 

BRUNK, M E 2(1, 1973)9-11 & 46 
The Anatomy of Consumerism 
In this article Professor Brunk traces the historical develop- 
ment of Consumerism, identifies the advocates along with 
their motives and methods, makes distinction between two 
broad types of consumer protection, explores the appro- 
priateness of the movement in serving the consumer interest 
and concludes with a statement of consumer responsibility. 

BUCHANAN, L see REID & BUCHANAN 

BUCHWALD, E 4(1, 1975)11-14 

Advertising as a Public Relations Tool: A Distinc- 
tion Without a Difference? 
The advertising of a product is typically an informational 
statement. The advertising of an attitude is more compli- 
cated. Public relations in this area is the greatest untapped 
potential for advertising. Political advertising, changing a 
negative attitude and preventing a negative attitude are all 
examples of this area. 

BURKE, T see STEPHENS & BURKE 

BURR, P L 
Book Review 4(3, 1975)47-48 

BURR, P L & R M BURR 5(4, 1976) 37-41 
Television Advertising to Children: What Parents 
are Saying About Government Control 
Four hundred parents were interviewed in the Southwestern 
United States to study parental response to the idea of 
child marketing and specifically television advertising to 
children. Findings indicate that the children of those 
parents interviewed are exposed, on the average, to more 
than twenty hours of television each week and that in-store 
product recognition on the part of the children is quite high. 
General response of the parents indicate a strong doubt in 
the honesty of advertising to children and a call for greater 
federal legislation to correct the situation. Also, a strong 
degree of cynicism was observed among parents inter- 
viewed about the institution of television advertising to 


children and its apparent misleading aspects. Parents were 
quick to criticize the use cf premiums and prizes as a tool 
of selling to children. 


BURR, R M see BURR & BURR 
BURSK, EC & BS SETHI 5(1, 1976)24-27 


The In-House Advertising Agency 

This study attempts a comparative analysis of advertisers 
with an in-house agency vs. those using an independent ad- 
vertising agency. Issues under consideration are: 
1. The relationship between the advertiser and the adver- 
tising agency. 

2. Advertiser’s satisfaction with the compensation system, 
i.e., 15% commission. 

3. Evaluation of advertising agency performance, i.e., 
creative, media buying, and other services. 

4. The importance of advertising to the company’s mar- 
keting mix. 


CAGLEY, J W 3(4, 1974)34-38 


Children’s Preferences of Selected Print Appeals 
The study here investigated the relationship between selected 
print appeals (as defined by the social situation portrayed 
in the advertisement) and their relative preferences among 
children at the ages of five, eight, and eleven. These rela- 
tionships were tested through a field experiment involving 
a total of 120 children. 

Results indicated that when the factors of age, sex, and 
type of ad are simultaneously considered, the results 
become complex and dependent upon specific levels within 
each factor. That is, the preference for social situations 
portrayed in ads was not the same for all age groupings 
and was dependent on the sex of the subject within given 
age groupings. 

Comment 3(4, 1974)38-39 

Rejoinder 3(4, 1974)39 


CALHOUN, F E 


Book Review 6(3, 1977)47-48 


CANNON, H M & G R MERZ 9(2, 1980)33-36 & 44 


A New Role for Psychographics in Media 

Selection 

Most media selection problems involve some kind of 
matching »etween media audience and target market mem- 
bership. As a rule, this matching is done indirectly, using 
demographics as mediating variables. Recent studies have 
suggested that psychographics might also be used for this 
purpose. 

This study evaluates the performance of a standard set of 
psychographic variables as mediators of the media-market 
relationship. It then discusses the implications of this 
performance for media selection theory. 


CARDINAL, R J, R JSANDERSON, G J 
WINGERTER 6(3, 1977)34-40 


The Changing Private Market System 

Most marketing managers still function as if challenges 
such as scarcity of resources and “‘social responsibility” 
were simply temporary phenomena. But our “private” 
market system is evolving into a “public” system. Public 
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policy and the goals of society play an expanding role in 
making strategy decisions. 

Traditional efficiency is when a manager attempts tc 
achieve the greatest output for a given combination of 
inputs. Under a contemporary definition of efficiency, 
each firm must produce and allocate goods and services 
in such a manner that the maximum possible societal 
utility is achieved. The marketing function is to be the 
“change agent.” 

Marketing today is in a transition from a “passive” to an 
“active” phase of its ability to deal with the changes taking 
place. As traditionally, the marketing manager will make 
decisions within several areas: product offering, price, dis- 
tribution and promotion efforts, including advertising 
and sales. The basic concept of the product will be changed 
to include not only physical goods, but also services, 
organizations, people, plans and ideas. Exchange will take 
place between two parties and will no longer be measured 
simply by a straightforward calculation of costs. Environ- 
mental quality, political considerations, consumer welfare, 
etc., must be evaluated along with profits in order to 
properly understand how well marketing is satisfying the 
needs of society. 


CAREY, J W 9(2, 1980)3-9 & 43 


Changing Communications Technology and the 
Nature of the Audience 

The patterns of public communication established with the 
institutionalization of television in the 1950s have become 
radically destabilized. The primary agents of this change are 
satellite broadcasting and computer technology in combi- 
nation with cable transmission and interactive television. 
These developments have the potential for upsetting the 
established relations of power and profit within communica- 
tions and reorganizing the content of communication and 
the distribution of audiences across media. These changes 
do not constitute a revolution in the nature of public com- 
munication, however. Rather, new technologies deepen and 
intensify basic patterns of communications that came into 
existence with the birth of the national magazine and the 
modern newspaper in the 1890s. These media simulta- 
neously created both a mass, national audience and the dif- 
ferentiated audience for specialized, national publication. 
The new media offer opportunities for creating both a 
mass, international audience, and new and more finely 
graded audience segments. These developments in turn 
erode the public sphere, as historically understood, and the 
possibility of public discourse as a ground condition of 
political life. 


CARRELL, B 


Book Review 6(1, 1977)46-47 


CHAMBLEE, R 


Book Reviews 6(3, 1977)49, 7(3, 1978)50 


CHANDRON, R 


Book Review 8(1, 1979)52-53 


CHANDRON, R, J LOWENHAR & J LSTANTON 


not directly contribute to all product-related accidents, it 
does, inadvertently, have the power to promote unsafe 
behavior. Used in the right manner advertising can have a 
positive influence on the safety behavior of consumers. 
This article reviews the role of advertising in product safety 
and presents some guidelines for product advertising policies. 


CHESTNUT, R W, C C LACHANCE & A LUBITZ 
6(4, 1977)11-14 


The ‘Decorative’ Female Model: Sexual Stimuli 
and the Recognition of Advertisements 

Recent evidence suggests an increasing prevalence of 
“decorative” or functionless female models in print adver- 
tising. Results of a test of the impact of “decorative” 
models indicate, however, that models facilitate recog- 
nition of model/related information (p<.05) but do little 
to increase the recognition of brand names. This finding 
is discussed in terms of a distinction between a product’s 
image and memory of a product’s brand name. Impli- 
cations of this finding are also discussed for practitioners 
utilizing “decorative” models in their advertising. 


CHEVINS, A C 4(2, 1975)31-36 


A Case for Comparative Advertising 

Comparative advertising was considered bad manners by 
most everyone in the past and still is by some today. But 
with the rise of consumerism, the Federal Trade Commission 
recognized this technique’s potential to replace the tradi- 
tional, non-specific “Brand X”’ with a more meaningful 
direct comparison. Realizing that comparative ads also had 
the potential to misinform, NBC, ABC, American Associ- 
ation of Advertising Agencies and National Association of 
Broadcasters issued their own individual guidelines. Some 
examples of acceptable and successful comparative adver- 
tising are discussed. 


CHRISTIAN, R C 2(2, 1973)11-15 


Advertising Education is Alive and Well! 

Advertising education is healthy. The graduates of adver- 
tising programs throughout the country are well prepared 
to move rapidly and effectively into the advertising business, 
especially with agencies. The long-time controversy over 
the educational issue of “theory and philosophy vs trade 
school approach” is dead. There is room for both in today’s 
educational process. Advertising agencies and educators 
alike have specific responsibilities and obligations to adver- 
tising education. In particular, agencies must give more 
active support of all kinds to educators. Educators must 
constantly re-evaluate their curricula while at the same time 
seeking personal self-renewal and reorientation. 


CHRISTIAN, R C 3(4, 1974)23-25 


European Views of Advertising 

European business executives think that advertising is 
essential to business. They are concerned about its effect 
on social values and think advertising ought to be regulated. 
Executives in Sweden, Germany and Holland demonstrate 
a stronger belief in advertising than do those in France, 
Italy and England. 


8(2, 1979)36-41 & 48 
Product Safety: The Role of Advertising 
Product safety has become a major problem for business- 
men, consumers and the government. While advertising does 
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COHEN, S E 10(2, 1981)3-8 
The Ronald Reagan Era: Another New Beginning 
Beginning with Wilson’s formation of the Federal Trade 
Commission, each President has become more concerned 
with the regulation of business. The pattern is reversed 
with Reagan. His apparent policy is to increase the role of 
the state and local authorities and to let the marketplace 
serve as a regulator. 

COLWELL-QUARLES, R 
Book Review 5(1, 1976)42-43 


CORKINDALE, D see WILLS, CORKINDALE, 
KENNEDY 


COSTA SANTOS, R see SANTOS 


COULSON, J 
Profile 7(1, 1978)17-18 & 16 

COX, M K see WISE, BROWN, COX 

CRAIG, C S see ROSENFELD & CRAIG 

CUMMINGS, B A 2(1, 1973)12-15 
Full Service Agencies vs. A La Carte 
This article examines the new phenomenon of a Ia carte ad- 
vertising in which an advertiser acts as coordinator and pur- 
chases various services from independent operations. A la 
carte advertising is mainly motivated by a desire on the 
part of cost-conscious advertisers to reduce costs of adver- 
tising. In the long run this move may be more costly to the 
advertiser, especially in terms of reduced profitability 
derived from less effective advertising. Full-service agencies 
make the most sense for most advertisers and can even pro- 
vide effective service on an a la carte or modular basis if 
so desired. 

CUNNINGHAM, ICM 
Book Reviews 7(4, 1978)47-48, 9(2, 1980)47-48 


CUNNINGHAM, I C M also see GREEN, 
CUNNINGHAM, CUNNINGHAM 


CUNNINGHAM, I C M also see MURPHY, 
CUNNINGHAM, WILCOX 


CUNNINGHAM, W H see GREEN, CUNNINGHAM, 
CUNNINGHAM 


CUSTER, S J see SCHULTZ, BLOCK, CUSTER 


DANIELS, D 3(1, 1974)31-32 
The Second Meaning of the Word ‘Creative’ Should 
Be First in the Hearts of Advertising People 
Those who complain that pressure to sell is squeezing 
the creativity out of advertising forget, if they ever knew, 
that the second meaning of the word ‘‘creative’’ is 
“PRODUCTIVE.” 


As the author points out, Webster’s Collegiate Dictionary 
even spells it in capital letters. 

Advertising should be interesting to the best prospects for 
the product advertised rather than to people who make 
advertising. 

Writers and art directors are not typical of the mass market 
and the things which interest them do not necessarily 
interest the mass market. 


Productive advertising, that is creative advertising, in the 


best sense of the word, talks to the best prospects for the 
product about things that interest them. It uses words and 
pictures that the praspects can appreciate and understand. 
It is a challenge to the highest skills of the best creative 
people which may be why there isn’t too much productive 
advertising around. 


DARLING, J R & D W HACKETT 7(2, 1978)23-34 
The Advertising of Fees and Services: A Study of 
Contrasts Between, and Similarities Among, 
Professional Groups 
The issue of advertising among professional groups is cur- 
rently drawing a great deal of attention, with several 
Supreme Court rulings gradually serving to loosen the 
controls traditionally placed on this activity. The present 
study focuses on the attitudes held by accountants, at- 
torneys, dentists, and physicians regarding advertising. The 
data in this research study lead to the conclusion that there 
is a significant difference in the attitudes of these four 
professional groups with regard to the various issues sur- 
rounding the advertising of their fees and services. In 
general, the data seem to reflect a negative perception on 
the part of all four groups of respondents with regard to the 
issue of advertising. However, accountants and attorneys 
are more positive toward the potential role that advertising 
can play in their professions. 

DEAN, WF 
Book Review 7(3, 1978)50-51 


DELLA BITTA, AJ 
Book Review 3(1, 1974)47-48 
DELOZIER, M W see WOODSIDE & DELOZIER 


DERRICK, F W & J D WOLKEN 
Comment 7(2, 1978)60 & 57 


DILLON, T 4(3, 1975)15-18 & 10 
The Triumph of Creativity Over Communication 
There is a variety of meanings of creativity. The author 
contends that the spectrum of creativity ranges from a 
preoccupation with self decoration (emotion) to a vigorous 
application to toolmaking (function). Those who make 
advertisements know the function (influencing people’s 
decision making) but do not know how to make that 
function work for the huge variety of people. The target 
market should be looked at as a group of individuals who 
share common problems rather than as a market for a 
particular product. 

DILLON, W R see WEINBERGER, ALLEN, DILLON 

DONAHOE, J P see BRITT, DONAHOE, FOLEY 

DOUGLAS, S P 6(1, 1977)40-43 
Do Working Wives Read Different Magazines 
From Non-Working Wives? 
In recent years, attention has been focused on examining 
the implications of changing women’s roles for advertising 
strategy. The study reported in this paper compares maga- 
zine readership habits of two small matched samples of 
working and non-working wives in the U.S. and France. 
No major differences emerge in the frequency and type of 
magazines read by working and non-working wives in either 
country. Thus emphasis on magazines as the major adver- 
tising vehicle does not necessarily imply a lopsided emphasis 


on non-working wives, as might have been expected, due 
to potentially greater time pressures as a working wife. 


DUBINSKY, A J, T E BARRY, R A KERIN 

10(3, 1981)35-41 

The Sales-Advertising Interface in Promotion 
Planning 

Marketing theorists have long posited that for effective and 
efficient design and implementation of product sales and 
promotion strategies, advertising and sales departments 
should interface. To date, virtually no published research 
has explored the extent of the advertising/personal selling 
interface in major U.S. companies. This paper reports 


needs, not the advertiser’s interests and needs. You can find 
out what those specific interests are by testing. When a 
winning formula is discovered, stick with it but remember 
that regardless of how successful anything is, it can be 
improved. Mr. Elliott outlines ten steps of how to get 
ahead in advertising. 


ENGEL, J F 3(3, 1974)6-9 
Advertising and the Consumer 
Advertising management is based on the assumptions that a 
high and rising standard of living is a valid goal and that the 
consumer is sovereign. The second assumption is examined 
and some suggestions for socially responsible advertising 


management are made. 
ENIS, B M see MOGG & ENIS 


ENIS, B M, D R SPENCER, D R WEBB 9(1, 1980) 
19-26 
Television Advertising and Children: Regulatory 
vs. Competitive Perspectives 
This paper proposes that the power of advertising be har- 
nessed to address a significant social problem: the influ- 
ence of advertising on children’s consumption behavior. 
The Federal Trade Commission is currently studying regu- 
lations that would ban or severely restrict television adver- 
tising to children. Analysis from both marketing strategy 
and legal standpoints demonstrates that regulation wili not 
solve the problem. It is suggested that an advertising 
campaign, sponsored by the FTC, and created and executed 
by a private advertising agency, might accomplish what 
regulation cannot. 
Correction 9(2, 1980)42 


the results of a survey of Fortune 500 companies that 
focused on the extent of the advertising/personal selling 
interface in consumer and industrial product firms. The 
findings suggest the degree of input exchange between 
these departments is more limited than suggested by 
textbook wisdom. 
DUNN, S W 
Profile 7(3, 1978)48-49 
DUNN, S W 
Book Review 10(2, 1981)41 
DUNNE, P 
Book Review 7(4, 1978)47 
DURAND, R M see BEARDEN, TEEL, JR., 
DURAND, WILLIAMS 
DURAND, R M also see TEEL, JR., DURAND, 
BEARDEN 


DYER, D C see SHIMP & DYER 


EARL, R L & WM PRIDE 9(3, 1980)36-44 & 46 
The Effects of Advertisement Structure, Message 
Sidedness, and Performance Test Results on 

Print Advertisement Informativeness 

Full disclosure in advertising has become a concept of 
major concern to public policy decision makers and adver- 


tising practitioners. Comparative advertising, two-sided 
messages, and the use of performance tests results are 
three techniques used to help consumers become better 
informed and more knowledgeable about products. Yet, 
little empirical testing has been done to determine whether 
use of these techniques actually increases the informa- 
tiveness of advertisements. This article reports the results 
of a factorial-designed experiment regarding the effects of 
comparative messages, message sidedness, ard the use of 
performance test results in print advertisement on two 
dimensions of informativeness — the reader’s perception of 
advertisement informativeness and the reader’s awareness 
of product features. 


ERNST,SB 
Book Review 9(1, 1980)45 


ETGAR, M & S A GOODWIN 8(1, 1979)26-32 
Planning for Comparative Advertising Requires 
Special Attention 
Due to the relative novelty of comparative advertising, 
special care is required when designing a comparative ad- 
vertising campaign. Advertisers should consider that 
audience characteristics may render sone market segments 
more conducive than others to such campaigns. Charac- 
teristics of the message, the advertised brand, the compared- 
to-brands, comparison attributes and media used all interact 
and affect the communication-effectiveness of a compara- 
tive advertising campaign. 

EVANS, GS§ 2(1, 1973)26-31 
A Comparative Organizational Analysis of Ad- 
vertising Agencies: the Effect of Size on 
Management Style 


The three agencies selected for in-depth study were class- 
ified as “small,” “medium,” and “large” (relative to the 


San Francisco area). This paper analyzes the relationships 
between the selected agencies’ performance and perceptions 
of their organizations’ environment and integration. 


ELAM, A R see HARPER, HARRIS, CHARPE, 
ELAM 


ELLIOTT, J JR. 4(2, 1975)17-20 


Commencement Address to the Chicago Institute 
of Advanced Advertising Studies 

People have the same basic interests and motivations. Good 
advertising talks in terms of the consumer’s interests and 


The size variable, per se, was not an accurate indicator of 
agency success. Increased size complicates management’s 
task of coordination, but the results of this study empiri- 
cally demonstrate that the key to successful performance 
is a management style which properly takes account of the 
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environmental, task, and structural demands unique to the 
agency segment of the advertising industry. 


EVANS, R H 7(1, 1978)28-34 


Planning Public Service Advertising Messages: 

An Application of the Fishbein Model and 

Path Analysis 

This paper applies Fishbein’s Behavioral Intention model 
and path analysis to the subject of message content assess- 
ment. Using a pre-test/post-test experimental design, two 
groups of subjects were presented with a belief message and 
an evaluative message — one message type for each group. 
The Fishbein model was used as a framework to measure 
message response. The influence of the framework compo- 
nents (Fishbein model) were calibrated using path analysis. 
The results of the study indicated that the evaluative mes- 
sage was the most effective and that the subjective norm 
component of the Fishbein model had the most influence. 


EVANS, R H 9(1, 1980)27-31 


Benefit Analysis or Problem Analysis 

This article reports the results of a study that compared 
benefit analysis and problem analysis. The salient problems 
were found to have a stronger relationship with the de- 
pendent variable than the salient benefits. Message design 
implications and measurement problems were discussed. 


FERRELL, O C see KRUGMAN & FERRELL 
FITTS, R L & WC HEWETT 6(1, 1977)26-28 & 39 
Utilizing the Before-After-With Control Group 
Experimental Design to Evaluate an Outdoor 


Advertising Campaign 

This article reports an empirical investigation that measured 
the effects of a particular outdoor advertising campaign 
in several cities. A before-after-with control group experi- 
mental design was employed in the study. The independent 
variable was a regional outdoor advertising campaign that 
focused upon the identity of Miss America 1975 in eleven 
cities. The dependent variable was the proportion of adults 
residing in selected metropolitan areas who could identify 
Miss America 1975. The experiment is somewhat unusual 
in that a control city was actually selected and employed to 
measure the effects of extraneous variabies in the 
experiment. 


FLETCHER, A D 


Book Reviews 5(1, 1976)43-44, 6(3, 1977)48, 

7(2, 1978)53-54, 7(3, 1978)51, 7(4, 1978)48-49, 
8(1, 1979)54, 8(3, 1979)47, 8(4, 1979)43, 

9(1, 1980)46, 9(2, 1980)48, 9(4, 1980)48 
FOLEY, J E see BRITT, DONAHOE, FOLEY 
FRAZER, C F 8(1, 1979)43-46 

Advertising Ethics: The Role of the Educator 
Advertising ethics, or the lack thereof, continues to be a 
controversial subject yet little substantive debate or discus- 
sion takes place. While there seems to be a general feeling 
that ethics are important, clearly another “industry code” 
is not what is called for. Neither can we preach a set of 
standards. What are educators to do? 


The most correct role seems to lie in careful attention to 
advertising in its social and economic roles and its institu- 
tional character. By confronting and considering controver- 
sial issues, students are encouraged to develop their own 
perspectives and ethical positions. 

Work in this area is important, not only for students, but 
for the discipline of advertising study. Constructive evalu- 
ation and criticism of their institution fosters professional 
caliber development. 


There is also a special scholarly challenge for educators in 
the study of advertising as a socio-cultural institution. 
There is little work in the area. It is one which has been 
underemphasized in favor of narrower investigation. 


FRAZER, C F 


Book Reviews 8(4, 1979)44, 8(4, 1979)46 


FRAZER, C F also see REID & FRAZER 
FRENCH, W A & J T MCBRAYER 7(4, 1978)17-23 


Managing Television Commercial Time 

With a limited supply of just one marketable resource, that 
of time, television commercial rates have to be set with a 
high degree of care. Under constantly changing conditions 
of demand and competitive intensity a station’s profits can 
be impaired by underpricing as well as by overpricing its 
inventory of available time. This article, as the first in a 
two part series, describes the process that stations follow 
to set the most profitable of rates with a minimum of risk. 
In a sequel article to be published in the next issue of the 
Journal of Advertising suggestions are made to advertisers 
for creating time purchase strategies under different 
demand and competitive situations. 


FRENCH, W A & J T MCBRAYER 8(1, 1979)15-18 


Arriving at Television Advertising Rates 

Advertisers depend more on profiled cost-coverage figures 
than on any other criterion when choosing television sta- 
tions in local markets. The rates charged in a local market 
are strongly influenced by three factors — demand, com- 
petition and ratings — all of which are partially beyond a 
station’s control. These three factors, tempered by a sta- 
tion’s revenue goals and its aggressiveness in testing market 
rate resistance, form the underpinning of its rate setting 
procedure. This article, as the second of a two part series, 
contains guidelines for advertisers and agencies to evaluate 
quoted rates and create purchase strategies for different 
demand and competitive situations. These guidelines pro- 
vide the sequel to a description of the process which 
stations follow in evaluating time and inventories and 
setting rates. The first articie appeared in the last issue of 
The Journal of Advertising, Vol. 7, No. 4. 


FRIEDMAN, HH & L FRIEDMAN 5(2, 1976)29-31 


Advertising Myopia 

This article points out a firm’s advantages in promoting the 
generic product rather than the brand. Promoting the 
generic product — generic advertising —can lengthen the 
product’s life cycle, increase per capita consumption of the 
product and expand the size of the market for the product. 
The authors discuss the types of situations in which generic 
advertising is used, and the reason that it is not used more 
extensively. They present a viable solution to this dilemma. 


| 


FRIEDMAN, H H, S TERMINI, R WASHINGTON 


5(3, 1976) 22-24 


The Effectiveness of Advertisements Utilizing 

Four Types of Endorsers 

Four groups of students were presented with identical 
advertisements for sangria wine, attributed to one of four 
different types of endorsers: a celebrity, student, profes- 
sional expert, and company president. A fifth group serving 
as a control was presented with the same advertisement, but 
it was not attributed to an endorser. Subjects were asked 
to rate the wine on three scales: expected selling price, 
probable (anticipated) taste and intent-to-purchase. In 
addition, the advertisements were rated on their believ- 
ability. While endorsers did not significantly affect the 
expected selling price or believability, they had an effect 
on probable taste and intent-to-purchase. The authors 
conclude that it is probably worthwhile for an advertiser 
to use an endorsement for his product, rather than utilize 
a similar advertisement without an endorsement. 


FRIEDMAN, L see FRIEDMAN & FRIEDMAN 
FRUEND, D L 


Book Review 5(3, 1976)41 
Comment 4(1, 1975)36-37 


FRY, C see RYANS & FRY 


FURSE, DH & B A GREENBERG 4(4, 1975)39-44 
Cognitive Style and Attitude as Market 
Segmentation Variables: A Comparison 

The purpose of this study was to investigate the feasibility 
of using cognitive style as a market segmentation variable. 
Cognitive style variables represent predispositions influ- 
encing an individual’s information gathering and processing 
behavior. Taken together these cognitive style variables 
are presumed to represent relatively stable strategies which 
regulate how an individual seeks meaning. 

The performance of cognitive style as a segmentation 
variable is compared with attitude typing, which is already 
widely accepted in marketing and advertising. A popula- 
tion of 300 college students was tested for cognitive style 
and for attitudes toward men’s toiletries. Subjects were 
asked to respond to 22 advertisements for toiletry and non- 
toiletry products, and were tested for brand loyalty, 
product usage rate, and mass media usage. 

Results of the study indicate that attitude and cognitive 
style discriminate different sets of consumer choice behavior. 
Attitude was shown to be related strongly to perceptions 
of toiletry advertisements, while cognitive style was related 
to mass media consumption. 


GARDNER, D M 5(4, 1976)5-11 & 19 


Deception in Advertising: A Receiver Oriented 
Approach to Understanding 

Whether or not an advertisement is said to be deceptive 
depends on the understanding and definition of deception 
being used. The position advocated here is that the focus of 
any definition must be the receiver of the message. Based 
on an analysis of veridical perception, a definition of 


deception in advertising is offered. An approach to mea- 
suring deception is also offered. The techniques are all seen 
as screening techniques, although by their regular use, 
advertisers should improve the ability of their advertise- 
ments to reach their stated objectives as well as reduce the 
amount of deception. 


GIFFORD, J B & J P MAGGARD 4(4, 1975)9-14 


Top Agency Executives’ Attitudes Toward Aca- 
demic Preparation for Careers in the Advertising 
Profession in 1975 

What is the best academic preparation for a career in 
advertising? This familiar question constantly calis for a 
better understanding. This research study is another in a 
series of attempts to answer that call. 

In late 1974 the researchers conducted a census survey of 
all 4A listed agencies with total billings exceeding $5 mil- 
lion in 1973, pius a representative sample of 4A agencies 
with 1973 billings of under $5 million. A gratifying 49.2% 
response from top management was received. From these 
responses the researchers were able to determine (1) desired 
undergraduate curriculum; (2) graduate degree preferences; 
(3) hiring and recruiting criteria; (4) means of improving 
agency-faculty relations; and (5) significant differences 
between agency types, sizes, locations, etc. 


GINTER, J L & F M BASS 1(1, 1972)33-39 


An Experimental Study of Attitude Change, 
Advertising, and Usage in New Product 
Introduction 

Analysis of experimental data of the effects of advertising, 
choice, and previous change in attitude on attitude change 
is presented. The effects of these variables within market 
segments broken out by usage levels, income levels, and 
brand loyalty groups is also analyzed. 

Comment S H Surlin & J D Leckenby, 2(1, 1973)37-40 
Rejoinder 2(1, 1973)40-41 


GLASSMAN, M 


Book Review 10(4, 1981)45 


GLASSMAN, M & W J PIEPER 9(1, 1980)3-10 


Processing Advertising Information: Deception, 
Salience, and Inferential Belief Formation 

Four recent FTC cases on deceptive advertising were used 
to examine Fishbein’s concepts of attribute salience and 
inferential belief formation. The findings suggest that (1) 
attributes considered salient by the FTC may not be con- 
sidered by consumers when making brand choices, (2) a 
truthful ad may lead subjects to form incorrect inferential 
beliefs about product attributes (therefore, such an ad may 
ultimately be deceptive), and (3) information contained in 
advertising is processed by subjects to discount exaggerated 
statements, thus reducing the credibility of the ad. 


GLOVER, D R 


Book Review 10(2, 1981)42 


GLOVER, D R & K L HETLAND 7(1, 1978)52-55 


The Effects of Circulation and Advertising Rates 
on Newspaper Advertising Linage: A Pilot Study 
The highly complex area of newspaper economics is often 
reduced to the simple statement — advertising revenue is a 
function of circulation. While this statement is obviously 
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oversimplified, it does express the perceived importance of 
the circulation/advertising relationship to management of 
newspapers. The relationship’s importance is further 
amplified by the fact that newspapers partially base adver- 
tising rate structures on circulation and advertising linage 
levels. Yet, surprisingly, very few attempts have been made 
to study the relationship between newspaper circulation, 
advertising rates and advertising linage empirically. 

This study examines the effect of differences in newspaper 
circulation and advertising rates on the amount of total 
advertising linage, national advertising linage and retail 
advertising linage. 

The results imply that circulation seems to have a signifi- 
cant and strong positive effect on total advertising linage in 
the sample analyzed. Time-series analysis confirms this 
finding. Circulation’s effect on national advertising linage 
is even greater — elasticities of one or larger. The effect 
on local advertising linage is much less elastic, but still 
significant. 

The effects of the advertising rate on advertising linage are 
much less clear from this research. In fact, it is not possible 
to draw any significant conclusions concerning the way 
advertisers respond to changes in the advertising rate from 
the results of the research. This is an area that needs more 
indepth research. 


GOODRICH, J N 
Book Review 7(2, 1978)54-55 


GOODRICH, W 
Book Reviews 7(1, 1978)61, 8(1, 1979)52, 
10(2, 1981)45 

GOODWIN, S A see ETGAR & GOODWIN 


GORDON, T F see SURLIN & GORDON 


GREEN, R T, WH CUNNINGHAM, ICM 
CUNNINGHAM 4(3, 1975)25-29 
The Effectiveness of Standardized Global 
Advertising 
International advertisers are often faced with the problem 
of whether and to what extent they should change their 
messages from one country to another. Some advertisers 
feel that messages can be standardized across countries, 
while others believe adaptation is usually necessary. The 
study reported in this paper tests the acceptability of 
standardized advertising. Groups of consumers from three 
foreign countries are tested to determine whether they 
perceive the same product attributes important in the pur- 
chase of two common convenience products as a comparable 
group of consumers in the United States. The findings 
indicate substantial and consistent differences between the 
Americans and the other groups which suggest the inad- 
visability of standardized global advertising in these cases 
and perhaps in general. 
Comment 4(3, 1975)29-30 
Rejoinder 4(3, 1975)30 
GREENBERG, B A see FURSE & GREENBERG 
GREENO, D W & MS SOMMERS 6(1, 1977)29-32 
Advertising Message Congruency and Life Style 


A sample of Canadian housewives was exposed to three 
levels of life style advertising message congruency. On the 


basis of inferred product attributes, the results indicate 
that message-receiver congruence may be a valid marketing 
communications strategy. 


GRIESE, N L 4(4, 1975)34-38 


Rosser Reeves and the 1952 Eisenhower TV 

Spot Blitz 

The 1952 presidential campaign was the first in which TV 
spots were used by a White House hopeful. Rosser Reeves 
of Ted Bates and Company prepared the TV spot blitz for 
Gen. Dwight D. Eisenhower. 

The rival Democratic Volunteers for Stevenson organization 
tried to scuttle the proposed broadcast blitz by releasing 
a copy of the master plan for the TV campaign, charging 
that the Republicans planned to fill the airwaves with poli- 
tical soap suds and bubbie gum, and by asking the FCC to 
bar the campaign. The Republicans were undaunted. The 
spot blitz aired in the final weeks before the election. 
Saturation levels were attained in 11 states, and heavy to 
light schedules were aired in another 29 states. 

Scholarly studies of the effects of television on the outcome 
of the election by and large find that the TV spots had no 
effect on the landslide Eisenhower victory. 


GRIESE, N L 6(3, 1977)18-23 


AT&T: 1908 Origins of the Nation’s Oldest 
Continuous Institutional Advertising Campaign 
When Theodore N. Vail became president of the American 
Telephone & Telegraph Company in 1907 there was consi- 
derable public animosity toward AT&T for a number of 
reasons, including the company’s aggressive suppression of 
competition under earlier leadership. With the assistance of 
the N.W. Ayer & Son advertising agency, Vail launched a 
national magazine advertising campaign to court public 
opinion. Vail hoped to make the public aware of the quality 
of service provided by AT&T licensees, to persuade the 
public to a more favorable opinion of AT&T and, above ail, 
to sway the public in favor of the concept of the telephone 
industry as a natural and beneficent monopoly. The five 
pioneering institutional ads for AT&T prepared by N.W. 
Ayer in 1908 marked the beginning of an advertising pro- 
gram which continues uninterrupted down to the present 
day. 


GRIESE, N L 


Book Review 3(4, 1974)46-47 


GRIFFIN, E 5(2, 1976)14-18 


What’s Fair to Children? The Policy Need for 

New Research on Children’s Perceptions of 
Advertising Content 

Little published research exists to guide self-regulators in 
their evaluation of advertising directed to children. Aca- 
demic researchers have principally studied the effects of 
advertising upon children, rather than children’s percep- 
tions of specific commercials and ads. Research on such 
questions as fantasy, using famous presenters, scale dis- 
closures and disclaimers would undoubtedly show age- 
related differences of perception. This might call into 
question the advertisers’ responsibilities to the pre-school, 
pre-literate child. The situation is more complex when the 
advertiser seeks to address older children at times when 
younger children are also watching. Research will never 


satisfy the critics, but industry and self-regulators should 
pursue the question of how children perceive advertising. 
GROSSMAN, RM & DK WEILAND 7(3, 1978)31-35 
The Use of Telephone Directories as a Sample 
Frame: Patterns of Bias Revisited 
A study was undertaken to reassess the utility of using 
telephone directories as a sample frame. A survey research 
unit within the Genesee County Health Department of 
Flint, Michigan, randomly sampled 1,031 households from 
the city of Flint using a complete listing of dwellings 
within the city as a universe. In addition to the normal 
interview schedule used, households were given a supple- 
mental questionnaire on telephone service. The adult 
household respondent was asked if the household had a 
telephone and, if not, wivy. If the household had a tele- 
phone the respondent was asked if the number was listed 
in a phone directory or not. If the phone was unlisted, the 
respondent was asked why. The results were quite similar 
to those found by past research. There were a number of 
statistically dependent relationships found between 
whether or not households had listed or unlisted phones 
and various characteristics of household heads as well as 
other household features. It is concluded that using a tele- 
phone directory as a sample frame may lead to a significant 
sampling bias. Telephone sampling can still be a useful 
marketing tool if random digit dialing is used. This latter 
suggestion is briefly discussed. 


GROTTA, G L see LARKIN & GROTTA 


GUFFEY, H J JR., see BARKSDALE, HILLIARD, 
GUFFEY 


GUMZ, J K 


Comment 5(2, 1976)43 


HACKETT, D W see DARLING & HACKETT 
HACKLEMAN, E C see JAIN & HACKLEMAN 


HAEFNER, J E & S E PERMUT 3(4, 1974)40-44 
An Approach to the Evaluation of Deception in 
Television Advertising 
Public policy decisions dealing with the behavioral responses 
to deceptive television advertising have relied strictly on a 
legal definition of deception. This study provides tentative 
factor analytic dimensions for the evaluation of deception 
across eight television commercials unofficially rated for 
deceptiveness by the FTC. Using two different measurement 
approaches, some degree of factorial similarity was observed. 
Deception emerged as an independent factor —a finding 
not previously acknowledged in the literature. While sum- 
mary (aggregate) judgments across all test ads were used, 
future research might focus on specific components of an 
ad to be more compatible with current FTC and judicial 
requirements. Suggestions for future research are offered. 
Comment 3(4, 1974)44-45 
Rejoinder 4(1, 1975)41 

HANIESKI, J F see HOUSTON & HANIESKI 


HANSEN, R W see BARRY, HANSEN, MCGILL, 
REED 


HARPER, J M, R D HARRIS, E A SHARPE, AR 
ELAM 7(1, 1978)11-16 
Modeling Newspaper Advertising 
Mathematical modeling is recognized as a powerful tool 
for planning business operations. The purpose of this paper 
is to present a mathematical model for simulating a news- 
paper financial system. The model was developed from 
actual newspaper industry data and includes the effects 
of advertising and circulation. The use of the model to 
predict advertising linage as a function of population, in- 
come and advertising rate is included in the discussion. 


HARRIS, R D see HARPER, HARRIS, SHARPE, 
ELAM 


HARTENBAUOM, R D see SZYBILLO & 

HARTENBAUM 

HEADEN, R S see RUST, KLOMPMAKER, HEADEN 

HEADEN, RS , J E KLOMPMAKER, J E TEEL, 

JR. 5(1, 1976)18-21 & 27 
Increasing the Informational Content of Reach and 
Frequency Estimates 
This article discusses the limitations of present methods 
of analyzing the coverage of advertising schedules and 
presents a technique for obtaining additional information 
from traditional measures of schedule coverage. This 
technique models entire patterns of audience exposure to 
commercials by means of a compound Bernoulli distribu- 
tion that can be estimated from reach and frequency data. 
Knowledge of the complete pattern of audience exposure 
to advertising schedules assists the media analyst in selecting 
optimally effective advertising schedules and consequently 
enhances the probability of conducting a successful ad- 
vertising campaign. 

HEBERT,ES 
Book Review 10(2, 1981)45-46 


HENDON, B L see HENDON, MCGANN, HENDON 


HENDON, D W 
Book Reviews 6(4, 1977)44-45, 10(2, 1981)47-48 


HENDON, D W, A F MCGANN & B L HENDON 

7(3, 1978)4-12 
Children’s Age, Intelligence and Sex as Variables 
Mediating Reactions to TV Commercials: Repe- 
tition and Content Complexity Implications for 
Advertisers 
To learn if differences in age, intelligence, and sex account 
for differences in children’s recall of TV commercials and 
in the degree of insistence with which they request that the 
advertised product be purchased, 54 gifted, 71 normal and 
53 educable mentally-retarded children of both sexes 
(7-13 years) were questioned after viewing commercials for 
breakfast cereals. Analyses of variance reveal that both age 
and intelligence were significantly related to recall while 
only intelligence was significantly related to degree of in- 
sistence. Sex differences were not significant for either 
recall or degree of insistence nor were any of the possible 
2 way and 3 way interaction terms. The nature of the joint 
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covariance between the outcomes (recall and degree of in- 
sistence) and the children’s characteristics (age, sex, and 
intelligence) was explored via canonical analysis, and 
implications for advertisers in terms of repetition and 
message complexity are discussed. 

HETLAND, K L see GLOVER & HETLAND 

HEWETT, W C see FITTS & HEWETT 

HILL, C R 
Book Reviews 2(1, 1973)42, 2(1, 1973)46, 2(2, 
1973)43, 3(1, 1974)47, 3(2, 1974)42, 3(3, 1974) 
51, 52, 3(4, 1974)46, 4(2, 1975)37-38, 10(3, 
1981)47 

HILL, R D, W A LARSEN, T J NEWBY, P W 

ROBINSON 10(3, 1981)19-24 
The Effects of Environment on Taste Discrimi- 
nation of Bread Spreads 
Bread spread taste discrimination was studied in three dif- 
ferent environmental settings: in home environments, in 
grocery stores, and in grocery stores with equipment that 
simulated a commercial filming. The results, analyzed 
with ANOVA, indicated that subjects could correctly dis- 
criminate between the three bread spreads. Additionally, 
it was found that the store environment could influence a 
person’s ability to distinguish between bread spreads. 
Implications for using an incorrect analysis, faulty method- 
ology, and unfamiliar environment in research and adver- 
tising were discussed as factors that affect taste comparison 
research. 

HILLIARD, J E see BARKSDALE, HILLIARD, 

GUFFEY 


HIRSCHMAN, E C 
Book Review 6(3, 1977)46-47 


HIRSCHMAN, E C & M WALLENDORF 9(2, 1980) 

17-19 & 43 
Some Implications of Variety Seeking for Ad- 
vertising and Advertisers 
Empirical research and various behavioral theories support 
the proposition that some people seek variety in the stimu- 
lation they receive. Sources of stimulation may include 
products, advertisements, mass media and so forth. This 
paper discusses some of the major implications of variety 
seeking for advertisers. It is believed that variety seeking 
by consumers can affect several aspects of advertising, 
including consumer brand loyalty, the willingness of con- 
sumers to try new products they may learn about through 
advertising and the time period required for advertising 
campaign wearout. These potential effects of variety 
seeking can be incorporated into strategic planning by 
advertisers to minimize negative consequences and maxi- 
mize positive consequences of variety seeking behaviors by 
consumers. 


HISE, R T & R H STRAWSER 5(4, 1976)20-23 & 41 
Advertising Decisions and the Long-Run Effects of 
Advertising 
The long-run or carry-over effects of advertising have been 
well documented. These have important implications for 
decision making in advertising. This article discusses these 
implications and reports the extent to which directors of 


advertising of large manufacturing firms are aware of these 
long-run effects. The study indicates that these individuals 
do not recognize this phenomenon in making advertising 
decisions. 

HOLLAND, DR 

Book Review 5(2, 1976)38-39 


HORN, MI & W J MCEWEN 6(2, 1977)23-27 
The Effect of Program Context on Commercial 
Performance 
In order to assess the effects of program context upon 
television commercial “performance,” two proposed attri- 
butes of both television programs and commercials — 
content and style — were operationalized to establish four 
viewing packages. Each typology represented a different 
content-style relationship between the commercial and the 
program carrier. Jt was hypothesized that consistent con- 
textual relationships would result in individuals reacting 
more favorably toward, though providing lesser recall of, 
the commercial/product advertised. Post-viewing question- 
naire responses obtained from 279 experimental subjects 
indicated that the content-style relationship between a 
program and commercial yielded no major commercial 
impact effects, although the stylistic dimension may have 
certain communication effectiveness consequences. 
HOUSTON, FS & J F HANIESKI 5(1, 1976)38-39 
& 44 
Pooled Marketing and Positioning 
Pooled positioning is defined and suggested as a logical 
extension of product positioning and pooled marketing 
efforts. A number of examples are cited to show the 
relevancy of this concept to today’s promotional manager. 
HUDLESON, S see STUTTS, VANCE, HUDLESON 
HUNT, H K 6(2, 1977)28-31 
Decision Points in FTC Deceptive Advertising 
Matters 
Many advertising practitioners and academicians do not 
know or understand the basic decision steps involved in an 
FTC deceptive advertising matter. The steps are 1) is the ad 
in fact deceptive, 2) is an injunction appropriate, 3) are 
corrective efforts appropriate, 4) should a cease and desist 
order be issued and 5) what industry-wide action should be 
taken. A knowledge and appreciation of the considerations 
at each step in the process helps the practitioner prepare a 
defense strategy rebutting a complaint and provides the 
advertising professor with an orderly framework for teaching 
about government regulation of false and deceptive 
advertising. 
HUNT, H K 
Editorial 8(2, 1979)3-4 
HUNT, H K 
Book Reviews 6(3, 1977)44-45, 8(2, 1979)46-47 
HUNT, S D 5(3, 1976)5-8 
Informational vs. Persuasive Advertising: An 
Appraisal 
Is it reasonable to believe (as many critics do) that infor- 
matioral advertising is okay, but that persuasive advertising 
is not okay? This article investigates the so-called 
“{nformation-persuasion” dichotomy and concludes that it 
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is manifestly illogical, a phony dichotomy. A revised ver- 
sion is then proposed: the “high information-content vs. 
low information-content” dichotomy in advertising. 
Analysis reveals some substantial problems in operational- 
izing the new dichotomy. 


INTERNATIONAL ADVERTISING ASSOCIATION 
3(1, 1974)21-25 


The Global Challenge to Advertising 

Written by several executives cf the International Adver- 
tising Association, “The Global Challenge to Advertising” 
was first made public at the 23rd IAA World Congress in 
Dublin in early June of 1973. The study, with detailed 
examples from many areas, brings into focus the two main 
currents of world-wide opposition to advertising: mounting 
consumer dissatisfaction with product quality and claims, 
and increasing government regulation and control of 
advertising. 


JACKSON, D W see BROWN & JACKSON 
JAIN, SC & EC HACKLEMAN 7(3, 1978)20-25 


How Effective is Comparative Advertising for 
Stimulating Brand Recall 

A sample of adult men and women was exposed to both 
comparison and individual brand advertisements under 
controlled conditions. Recall measurements were made 
for the brands being advertised on an immediate basis and 
twenty-four hours after exposure to the advertisements. 
Since different product classifications were promoted in 
the study, several implications are possible concerning the 
recall effectiveness of each type of advertisement and 
product brand. 


JOEL, R 


Book Review 10(4, 1981)46 
Profile 8(1, 1979)48-50 


JOHNSON, K F 10(4, 1981)11-19 


Cinema Advertising 

The use of theatre screens as a valid advertising medium has 
not been fully utilized by American advertisers. This 
medium is discussed in terms of its advantages and limita- 
tions, and a profile of audience demographics and psycho- 
graphics is provided. Research data on recall and patron 
attitudes regarding use of the medium as well as the atti- 
tudinal effects of its use on products are included. 


JOHNSON, M G 3(1, 1974)16-20 


Context, Flexibility and Meaning: Some Cognitive 
Aspects of Communication 

Most of the recent work on meaning (often labeled struc- 
tural semantics) has been based upon the assumption that 
there is a semantic structure of English (or any other 
language) and that this structure is static enough to be 
described and to serve as a predictive device in language 
use settings. However, a consideration of certain dynamic 
or flexible aspects of language —namely context and 
figurative language use — makes structural interpretations 
of meaning and communication untenable. Certain theoret- 
ical arguments and empirical data suggest that there is no 


semantic structure per se, but that structures are created 
and dissolved in particular language and communication 
situations —i.e., that there is structuring but no ubiquitous 
structure. Implications for psychology and advertising are 
discussed. 

JOHNSON, R 
Book Review 6(4, 1977)43 


JONES, K 1(1, 1972)24-27 
The Executive Reel 
A viewing of assorted television commercials recently com- 
pleted by one agency is the setting of this article. The 
author outlines the many steps and acknowledges the con- 
tributions of the variety of people who are involved in the 
production of an advertisement. Successful ads provide 
reasons for buying a product, present solid facts about the 
product and have an interesting and engaging message. 
JUGENHEIMER, D W 
Book Reviews 6(3, 1977)47, 7(2, 1978)55-56, 
8(2, 1979)46, 9(1, 1980)46 


KASSARJIAN, H H 3(3, 1974)10-15 
Applications of Consumer Behavior to the Field 
of Advertising 
This paper reviews several concepts gleaned from research 
on learning as studied both by psychologists and consumer 
researchers. Several applications of learning theory, atti- 
tude change, and image formation are then applied to the 
field of advertising, not from the usual view of the adver- 
tiser but rather from the view of corrective advertising. 
Further it presents an overview of studies in corrective and 
counter advertising and attempts to assess the state of the 
art 


KATZ, B 10(2, 1981)37-40 
The Light TV Viewer 
This paper examines the media habits of light TV viewers 
in Canada to determine how best to reach them. Light 
viewers cannot be selectively reached by manipulating TV 
schedules because no type of programming attracts more 
than its fair share of light viewers. English light viewers 
spend more time with TV than any other medium, while 
French light viewers spend the most time with radio. This 
refutes the Media Imperative concept that magazines are 
the alternative to TV. Reach analysis reveals that light 
viewers are reached by TV at even moderate weight levels. 
Light Viewer reach is about one-half total reach up to 
moderate reach levels. At higher weights there is a frequency, 
not a reach, discrepancy. 

KAY, H 3(1, 1974)26-30 
Children’s Responses to Advertising: Who’s Really 
to Blame? 
Censure of advertisers who sell by inducing children to 
coerce parents into buying the products may be morally 
justifiable. But from a practical standpoint, censure or 
regulation of such advertising is not likely to change the 
purchasing behavior of parents because it represents an 
over-simplification which overlooks other, more funda- 
mental causes of that behavior. Two basic causal processes 
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— parental indulgence, and “adoration of youth” — are 
cited as reasons why parents accede to purchasing der ».:<'% 
by their children. Unwanted purchases by parents are : - 
as an early symptom of personality formation in the chile 
which may be manifested later in life by more serious 
disturbances. 


KEANE, J G 3(4, 1974)6-12 


On Professionalism In Advertising 

The terms “professional” and “professionalism” are fre- 
quently bandied about in advertising but are seldoin 
defined or described. According to the author, the shifting 
economic, social and political advertising environment 
dictates that professionalism is not only a relevant concept 
but an industry directive. In this article, he defines true 
professionalism, discusses advertising against that defini- 
tion, concludes that advertising is not a profession, de- 
scribes what the advertising industry means by professional- 
ism and suggests specifics on how advertising can move 
‘toward true professionalism. To impart realism and balance 
to this article, the author contacted key people associated 
with the advertising industry. Some are cited within the 
article and all are hereby thanked. 


KEIL, J M 4(1, 1975)29-31 


Can You Become a Creative Judge? 

The author presents eight rules to be used in judging ad- 
vertising creativity. They can be followed by anyone but 
are particularly applicable to new graduates eutering the 
field of marketing. Each rule is discussed briefly using 
examples as illustrations wherever possible. 

The rules are: (1) make sure that the advertising adheres 
to the creative strategy; (2) make sure the advertising is 
directed to the right audience; (3) make sure the adver- 
tising is single-minded; (4) make sure that you know what 
the creative people have in mind; (5) make sure the ad- 
vertising tecanique doesn’t overpower the message; (6) 
separate personal prejudices from judgement decisions; 
(7) make sure the advertising doesn’t change the product 
image; (8) have faith. 


KELLERMAN, B J see BLOCK & KELLERMAN 
KELLY, J P & P JSOLOMON 4(3, 1975)31-35 


Humor in Television Advertising 

The use of humorous commercials is quite evident in 
television advertising today. This article reports the results 
of a content analysis of over 2,000 television commercials. 
Humorous advertisements were analyzed and compared to 
non-humorous commercials with respect to their use of 
animation, the number of models, product handling, humor 
placement, multi-sense usage, and the direction of the 
humor. 


KELLY, J S 8(3, 1979)20-24 


Subliminal Embeds in Print Advertising: A Chal- 
lenge to Advertising Ethics 

The news media are currently giving attention to various 
types of subliminal stimulation. One author has what 
appears to be documented evidence of subliminal techni- 
ques currently being used in magazine advertising. This 
recent challenge to advertising ethics has gone unanswered. 
Such a lack of reaction may be detrimental to the adver- 
tising community. This paper presents some of the details 


of the accusations and discusses a study of this new aspect 
of si,*"tminal advertising, subliminal embeds in print ads. 

see WILLS, CORKINDALE, 

KENNEDY 

R A see DUBINSKY, BARRY, KERIN 

EZKIN, R A, WJ LUNDSTROM, 

D SCIGLIMPAGLIA 8(3, 1979)37-42 
Women in Advertisements: Retrospect and Prospect 
This article provides a comprehensive review of research 
and commentary on the use and reaction to women in ad- 
vertisements in the last decade for the purpose of projecting 
future trends. Specifically, trends in sex-role differentiation 
and sex in advertising are examined and discussed. The 
authors conclude that the 1980s will exhibit a larger pro- 
portion of advertisements featuring women in work-related 
settings in parity occupations with men. Sex in advertising 
is expected to become more explicit. However, use of 
women as sex objects will decline. 


KIRKPATRICK, M W 1(1, 1972)10-12 
Advertising and the Federal Trade Commission 
The Federal Trade Commission’s interest in advertising 
activity must be viewed in terms of overall public policy 
which focuses both on the needs of consumers and the 
requirements of a competitive market economy. Truthful 
informative advertising is essential if the consumer is to 
make rational purchase decisions among competing alter- 
natives. At a second level, advertising which impedes the 
consumer’s ability to make product selections based on 
price, quality, service, or convenience may impair the 
efficient functioning of the market mechanism. While ad- 
vertising is an essential element of our competitive economic 
system, unfair advertising is contrary to the public policies 
which underlie a free enterprise economy. 


KLOMPMAKER, J E see HEADEN, KLOMPMAKER, 
TEEL, JR. 


KLOMPMAKER, J E also see RUST, 

KLOMPMAKER, HEADEN 

KNAUER, V H 2(1, 1973)6-8 
Advertising and Consumerism 
According to the author, the public’s attitude toward 
advertising is very low. Virginia H. Knauer, Special Assist- 
ant to the President for Consumer Affairs, discusses some 
of the reasons for this consumer outlook and how some 
advertisers have overcome consumer objections. 

KOTTMAN, E J 6(1, 1977)34-39 
The Parity Product — Advertising’s Achilles Heel 
Relatively little has been written about parity product 
advertising in spite of the fact that a growing amount of 
advertising is for products that are not significantly dif- 
ferent from competitors’. The lifeblood of successful 
national advertising is product differentiation; yet parity 
products are not all that different. Hence advertising 
creators use a variety of techniques to differentiate the 
similar. These communications are not the kinds of straight- 
forward, informative, impeccably honest messages increas- 
ingly demanded of the advertising community. They are 
more akin to poetry than to product information. The 
parity product, then, makes advertising vulnerable to 


criticism from those who want it to be what it apparently 
cannot be. 

KOTTMAN, E J 8(4, 1979)6-12 

Is National Advertising Still a ‘Stepchild of the 
First Amendment’? 

This article is an examination of the Supreme Court deci- 
sions that pertain to the status of advertising under the 
First Amendment’s freedom of speech provision. The 
author asks to what extent national advertising — commer- 
cial communication from producers to consumers pro- 
moting the producers’ brands —is constitutionally pro- 
tected, and concludes that instead of giving the national 
advertiser greater freedom, the Court may have reduced 
his freedom by expecting more legitimate commercial in- 
formation. In Virginia Pharmacy the Court made it clear 
that protection did not preclude regulation to insure that 
“the stream of commercial information flow(s) cleanly 
as well as freely.” 


KRUGMAN, D M 


Book Review 7(1, 1978)63-64 


KRUGMAN, D M & AM BARBAN 7(4, 1978)4-8 


Cable Television and Advertising: An Assessment 

Since its inception, the cable television industry has experi- 
enced a large growth rate. Today 16 percent of the U.S. 
television homes are linked to some form of cable. While 
there have been numerous federal, state, and local inquiries 
and a great deal of literature devoted to cable development 
and potential, there has only been a limited amount of 
study devoted to cable’s relationship to the advertising 
industry. This paper discusses some of the more pertinent 


issues of the cable-advertising industry relationship. It 
traces the past developments of cable’s structure and 
relationship to advertising and offers some current view- 
points concerning this interesting relationship. 


KRUGMAN, DM & OC FERRELL 10(1, 1981) 
21-30 & 48 


The Organizational Ethics of Advertising: Cor- 
porate and Agency Views 

The investigation focused on the ethical perceptions that 
advertising practitioners, advertising agency account man- 
agers, and corporate advertising managers hold regarding 
members of their organizations and members of organi- 
zations they work with on a regular basis. In addition to 
assessing their own ethical beliefs and actions, advertising 
practitioners were requested to assess the ethical beliefs 
and actions of peers and superiors. Also, advertising agency 
respondents assessed the ethical beliefs and actions of 
corporate advertising managers, and corporate advertising 
manager respondents assessed the ethical beliefs and actions 
of their advertising agencies. 

Results indicate that respondents believe they hold signi- 
ficantly higher ethical standards than their peers. On the 
other hand, respondents believe that they hold lower or 
the same ethical standards as top management. 

Corporate advertising practitioners believe their advertising 
agency counterparts hold lower ethical standards than 
their own. The converse of this relationship does not hold 
true. Advertising agency practitioners do not feel corporate 
advertising practitioners have lower ethical standards. 


KUMMERFELDT, I J 4(1, 1975)6-10 

University Public Relations 

A survey of administrators in the area of public relations 
at universities across the United States asked what the most 
pressing problems on campuses are and what solutions were 
planned. While the campuses have a variety of problems, 
the solution to all of them is communication. Universities 
need effective communications experts to help the public 
to understand tie goals of the school. 


LA BARBERA, P A 9(4, 1980)27-38 
Analyzing and Advancing the State of the Art of 
Advertising Self-Regulation 
Personal in-depth interviews with executives of trade and 
professional business associations are the basis of a report 
on the state of the art of industrywide advertising self- 
regulation. Based on the experience developed by over 20 
disparate industry groups, five essential criteria for effec- 
tive advertising self-regulation programs are proposed. 
The article demonstrates that within industry is the knowl- 
edge and experience to increase the effectiveness of ad- 
vertising self-regulation. 

LA BARBERA, P A 10(1, 1981)31-37 
The Shame of Magazine Advertising 
Several national magazines contain “back-of-the-book” 
advertisements which make claims that are highly question- 
able. This paper reports the results of a two-phase study of 
deceptive magazine advertising. The preliminary part of the 
study focuses on the perspectives of editors of magazines 
carrying back-page advertisements that appear to be mis- 
leading. A second phase of the study concerns the activities 
undertaken by industry and government groups to minimize 
deceptive advertising in magazines. Based on study findings, 
recommendations are made for eliminating deceptive 
magazine advertising. 

LA CHANCE, C C see CHESTNUT, LA CHANCE, 

LUBITZ 


LAMB, C W JR. see PRIDE, LAMB, PLETCHER 


LAMB, C W JR., W M PRIDE, B A PLETCHER 

7(1, 1978)43-47 
A Taxonomy for Comparative Advertising Research 
The use of comparative advertising has escalated from an 
occasional, partially disguised acknowledgement of the 
competition to direct, point-by-point comparisons of the 
sponsored and competing brands. This article presents a 
conceptual framework for classifying and evaluating dif- 
ferent comparison advertising formats. The framework 
identifies different formats along two multi-level dimensions. 
Examples of several research questions that could be ad- 
dressed using the framework are presented. 

LAMBERT, D R 9(2, 1980)37-41 & 44-45 
Transactional Analysis As A Congruity Paradigm 
For Advertising Recall 
A laboratory experiment was conducted to examine the 
impact of ego state congruity, as defined by transactional 
analysis, among three elements in an ad: vehicle, ad message, 
and product. The data support the notion that the greater 
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the number of congruent elements, the higher the recall. 
A partial replication was conducted which supported this 
finding. 


LANE, WR 


Book Reviews 5(4, 1976)51-52, 6(2, 1977)52, 
7(2, 1978)56 


LARGEN, RG 


Book Review 5(4, 1976)50-51 
Comments 1(1, 1972)45-46, 3(1, 1974)36-37 


LARIC, M V & L R TUCKER 6(4, 1977)25-29 & 14 


The Issue of Fairness: How Do Economists Treat 
Advertising? 

Most advertisers perceive the views of economists on 
advertising as generally negative. This study attempts to 
determine how the role of advertising in the economic 
system is treated in basic economic textbooks. The assump- 
tion is that the materials presented in these introductory 
texts are reflective of the discipline’s fundamental com- 
monalities. The results derived from conducting a content 
analysis of non value laden issues indicate that most authors 
provide readers a balanced treatment of advertising. How- 
ever, when assessed in terms of comprehensiveness and 
completeness, the majority of the surveyed texts fall short. 
These results hold out a number of implications for adver- 
tisers and economists alike and present several opportunities 
for further research. 


LARKIN, E F 6(2, 1977)42-46 


A Factor Analysis of College Student Attitudes 
Toward Advertising 

Eighty college students were administered 26 Likert-type 
statements designed to measure their attitudes toward 
advertising along four different dimensions: 1) economic 
effects of advertising, 2) social effects of advertising, 
3) ethics of advertising and 4) regulation of advertising. 
Analysis of the responses revealed five clusters or “types” 
of individuals based on their attitudes. While all five types 
exhibited some negative feelings toward advertising the 
degree of, and basis for, their criticisms varied considerably. 
Findings such as these indicate the need for a better under- 
standing of the reasons for student dissatisfaction with the 
activities of the advertising community and a more compre- 
hensive program for the dissemination of information about 
advertising and its activities to a wider cross-section of the 
college student today. 


LARKIN, E F 8(2, 1979)5-7 & 48 


Consumer Perceptions of the Media and Their 
Advertising Content 

This study indicates that consumers have very definite 
ideas about the media and their advertising content. They 
believe for example that newspapers are the best source of 
shopping information, the best source of information about 
sources of entertainment and that they contain the most 
useful advertisements of the four media included in this 
study. They also feel that newspaper advertisements are the 
most truthful and informative, and would be least willing 
to give up the advertising content of their newspaper when 
compared to the other media included in this study. 


When it comes to television this group indicates that it 


spends the greatest amount of its media time with tele- 
vision, and that television is their first choice for entertain- 
ment and for world and national news. While this group 
feels that television advertising is the most annoying, in- 
sulting, misleading and most in need of government regu- 
lation, they also feel it is the most entertaining and the best 
source of new product news. 


Radio and magazines appear to hold a very secondary posi- 
tion in the mind of the consumer vis-a-vis television and 
newspapers. While this group indicates that magazines are 
the medium they spend the least amount of time with, and 
the medium they could “do without,” they are also the 
medium which provides the best source of information on 
durable goods in their opinion. 


LARKIN, E F 


Book Review 8(4, 1979)47 


LARKIN, E F & GL GROTTA 5(1, 1976)28-31 


Consumer Attitudes Toward and Use of Adver- 
tising Content in a Small Daily Newspaper 

Results of the study indicate that the advertising content 
of the newspaper in the present study is viewed as local 
news by its subscribers and consequently has the highest 
readership of any type of content in this paper. While it 
was assumed that the advertising content of this newspaper 
would be well-read, the magnitude of readership and reader- 
interest in advertising was surprising. 

In regard to questions concerning the reader’s attitude 
toward the amount of advertising carried by the newspaper 
under study, it was found that rather than feeling there was 
too much advertising in the paper, the majority felt that it 
was either “just right” or that they wanted more adver- 
tising in the future. 


LARKIN, E F & GL GROTTA 6(4, 1977)5-10 


The Newspaper as a Source of Consumer 
Information for Young Adults 

Data from a random sample of 185 young adults selected 
from a major midwestern metropolitan area offers strong 
evidence to indicate that these individuals (19-34 years of 
age) have very specific usage and preference patterns when 
they turn to the daily newspaper. High on their priority 
list of desired newspaper content are (1) consumer infor- 
mation (how to shop for the best buys, etc.), (2) how-to-do- 
it articles, (3) entertainment advertising, (4) clothing 
advertising, (5) restaurant guides, and (6) grocery adver- 
tising; in other words information which they can use in 
decision making. 

While the young adults indicate that they look for infor- 
mation such as this in their daily newspaper, and would 
like to see more such information included, they have some 
very specific complaints about the newspaper as a source of 
such information. They, for example, feel that the news- 
paper is not providing enough information of relevance to 
their needs; they also feel that it is biased and apt to “cover 
up” stories which they feel should be reported, and that the 
people who run the newspaper are not paying enough 
attention to divergent life styles. For this, and other reasons, 
this age group indicates a decreasing interest in the news- 
paper due, perhaps in part, to a growing disappointment 
and apathy toward the perceived unwillingness of the 


newspaper to attempt to do a better job of providing the 
type of information they feel is essential to their specific 
needs. 
Based on the findings of this study it is recommended that 
the advertiser and the media manager take another look at 
the newspaper product and reassess it in light of its attrac- 
tiveness to this market segment. 

LARSEN, W A see HILL, LARSEN, NEWBY, 

ROBINSON 

LAWRENCE, C 
Book Review 7(1, 1978)61-62 

LECKENBY, J D 7(1, 1978)19-27 
An Empirical Approach to the Multiple Criteria 
Problem in Copytesting Research 
The measurement of persuasion and recall criteria for 
print advertising using a single-sample design is iliustrated. 
The relation of discriminant analysis to multivariate analysis 
of variance is shown in the repeated measures design using 
two intermediate criteria simultaneously. An explanation 
of differing results for two of the five product categories 
tested is provided in terms of the multivariate analysis of 
variance model. 

LECKENBY, J D 
Book Review 5(2, 1976)37-38 

LECKENBY, J D 
Comment 4(4, 1975)31-33 

LECKENBY, J D also see MOORE & LECKENBY 

LECKENBY, J D also see SANDAGE & LECKENBY 


LECKENBY, J D also see SURLIN & LECKENBY 


LESSIG, V P see PARK & LESSIG 


LESSIG, V P & C W PARK 7(2, 1978)41-47 
Promotional Perspectives of Reference Group 
Influence: Advertising Implications 
This study suggests various theoretical and practical pro- 
motional implications based upon empirical tests of refer- 
ence group influence. The authors examine the role of 
reference groups and promotional appeals in satisfying 
consumer motivations. Three motivational reference group 
functions are emphasized: informational, utilitarian, and 
value-expressive. 


LIN, L Y S see SUNOO & LIN 


LINCOLN, D J & AC SAMLI 10(3, 1981)25-34 
Assessing the Usefulness of Attribute Advertising 
for Store Image Enhancement: An Experimental 
Approach 
It is proposed that in addition to usual product advertising, 
retail stores could enhance store image by also including in 
their advertisements claims regarding general attributes of 
the store, e.g., reasonable prices, good buys, fast checkouts, 
low pressure salespeople, items easy to find, friendly per- 
sonnel, and excellent service. A study using real advertise- 
ments and representative subjects is reported. Ss receiving 
advertisements containing both product and store attri- 
bute claims indicated numerically (though usually non- 
significant) higher image scores that did Ss who didn’t 
see an advertisement. While the research design and manipu- 
lations are flawed and the subject store’s uninfluenced 


image was slightly negative implying customers’ experiences 
invalidated the advertising attribute claims, the research 
question is well formed and pitfalls for future research 
are explicated. 

LITTLEFIELD, J E 
Book Review 3(2, 1974)42 


LORIMOR, E S 6(1, 1977)17-25 
Classified Advertising: A Neglected Medium 
Classified advertising is an important medium. It produces 
more revenue than national newspaper advertising. By 
acting as a stabilizing force financially, classified advertising 
helps to maintain press freedom. Classified employs large 
numbers of people. For many reasons, classified advertising 
is usually less criticized than advertising generally. Yet 
classified is largely regarded with condenscension by the 
trade and virtually ignored by academia. This paper con- 
siders the definitions and treatment of classified advertising 
and discusses its regulation by the industry and govern- 
ment. It also considers classified’s underestimation, and its 
outlook and employment opportunities. 
Correction 6(3, 1977)10 

LORIMOR, ES 
Book Review 9(2, 1980)46-47 

LOWENHAR, J A 
Book Review 6(2, 1977)48 

LOWENHAR, J A see CHANDRAN, LOWENHAR, 

LOWENHAR, STANTON 


LOWENHAR, J A also see STANTON & LOWENHAR 


LOWENHAR, J A & J LSTANTON 5(2, 1976) 

19-23 & 28 
A Psychological Need — Product Attribute 
Approach for Television Programming 
Television has given American businessmen the opportunity 
to communicate directly with all consumer segments. 
Although a great deal of effort has been expended in 
matching advertisements with TV shows, less effort has 
been spent on why persons watch specific shows. This 
article will offer an approach to the simultaneous investi- 
gation of the psychological need level of viewers coupled 
with the attributes of shows. The basic approach is to use 
canonical correlation analysis to identify the characteristics 
of consumers which are related to the attributes of shows. 
These characteristics can then be utilized in the program 
planning process. 


LUBITZ, A see CHESTNUT, LA CHANCE, LUBITZ 


LUKSETICH, W A 2(1, 1973)20-25 & 46 
Some Economic Issues and Policy Implications 
of Studies of the Competitive Effects of Adver- 
tising Expenditures 
The purpose of this article is to examine some of the litera- 
ture in Economics that concerns itself with the economics 
of advertising and to present some of the public policy 
implications of the results of these studies. 
It is found that it is unlikely that advertising expenditures 
are subject to increasing returns to scale, thus probably do 
not lead to an increased concentration of industry for this 
reason. 
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A study is presented that deals with competition by ad- 
vertising expenditures and product differentiation in the 
U.S. cigarette industry. It is found that advertising expen- 
ditures, during the 1956-68 period, were not effective in 
obtaining sales from competitors, although they may have 
had the affect of inducing new customers to buy the 
product. The effect of anti-smoking commercials is exam- 
ined, and it is found that, although they may have had 
some effect on cigarette smoking, it is doubtful that they 
provide the impetus for the decreases in advertising expen- 
ditures in this particular industry. 


LUNDSTROM, W J see KERIN, LUNDSTROM, 

SCIGLIMPAGLIA 

LUTZ, R J 4(3, 1975)36-40 
Measurement and Diagnosis of Student Attitudes 
Toward A Career in Advertising 
Recent developments in attitude research include a general 
class of “expectancy-value” models which allow both pre- 
diction and diagnosis of attitude. The present research 
undertakes a validation study of one form of the ExV 
model, and presents an illustrative diagnosis of student 
attitudes toward a career in advertising. The model is found 
to exhibit a satisfactory degree of validity and offers 
promise for the formulation of communication strategies, 
whether in the recruiting of new employees or in the 
marketing of goods and services. 

LYNN, J R 3(4, 1974)13-17 
Professionalism Is A State of Mind 
The status of advertising and its product can be enhanced 
only if advertising people acquire the state of mind called 
professionalism. This article assesses the degree of profes- 
sionalism in advertising and recommends several oppor- 
tunities for improvement—but the key is individual 
committment to the ideal of professionalism. 


MAGGARD, J P 
Book Review 10(4, 1981)47 
MAGGARD, J P also see GIFFORD & MAGGARD 
MANDELL, M I 4(4, 1975)7-8 & 48 
A Forum For Issues In Advertising Education 
Advertising education is an established facet of higher 
education. It has developed, however, along two tracks — 
journalism and marketing. The result has been two different 
approaches to the study of advertising, neither of which 
may be the best approach. If the best education in adver- 
tising is to be offered, then the academic community must 
address itself to a resolution of these differences in the 
approaches to the teaching of advertising. Thus, a forum to 
consider the problems of advertising education is suggested. 
MANDELL, M I 
Book Review 5(2, 1976)38 
MARQUARDT, RA 
Book Review 7(1, 1978)63 
MARQUARDT, R A & A F MCGANN 4(4, 1975) » 
27-31 
Does Advertising Communicate Product Quality 


to Consumers? Some Evidence from Consumer 
Reports 

This article reports the relationship detected between retail 
price, product quality (as determined by a major consumer 
testing agency), and advertising. Retail price was not sig- 
nificantly correlated with product quality for a majority 
of the products investigated here. However, analysis of a 
nominally-valued measure of advertising indicates that 
heavily-advertised products earn an unusually high pro- 
portion of top quality ratings. These findings are assessed 
in light of their consequences for consumer decision making. 
Comment 4(4, 1975)31-33 

Rejoinder 4(4, 1975)33 & 48 


MARTIN, CH 
Book Reviews 3(3, 1974)42-43, 4(2, 1975)38, 
4(4, 1975)45, 5(1, 1976)41-42, 5(2, 1976)41-42, 
5(3, 1976)44, 6(1, 1977)45, 7(2, 1978)53, 
8(2, 1979)44 


MARTIN, C H also see RUSSELL & MARTIN 
MARTIN, W K see REYNOLDS, MARTIN, MARTIN 
MARTIN, W S see REYNOLDS, MARTIN, MARTIN 


MASON, J B see WILKINSON, BONFIELD, 
MASON 


MASON, J B also see WILKINSON, MASON, 
PAKSOY 


MASON, JB & J B WILKINSON 7(1, 1978)56-59 & 47 
Addendum: Are Supermarket Advertisements 
Designed to Deceive Consumers 
This study builds upon previous research by assessing the 
magnitude and incidence of experimentally-determined 
deceptive advertising decisions in supermarket advertise- 
ments. In essence, it illustrates the logical second step in a 
viable approach to estimating the potential for deceptive 
advertising in other communities and for other types of 
products. 


MATTHEWS, J E 4(2, 1975)13-16 

A Two-Course Survey of Creative Country 

This article is adapted from a chapter on creativity in a 
forthcoming book which is not about the business of 
advertising, but which deals with the advertising of business. 
Titled “The Chief Executive’s Journal of Capitalistic 
Advertising,” the book presents a most timely concept of 
advertising, and one which gives the Chief Executive 
definite responsibilities. As a student of creativity, a Chief 
Executive needs a grasp of the fundamentals not unlike 
that of a college sophomore taking Creativity 101i. This 
article aims to provide just that. 


MAULDIN, C 
Book Review 7(2, 1978)57 
MCBRAYER, J T see FRENCH & MCBRAYER 
MCCAFFREY, J J 2(1, 1973)16-19 
Advertising and the Federal Trade Commission: 
a Reposte 


Making advertisements which perform their basic function 
of selling goods and services in a competitive economy has 
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become more difficult lately, largely due to increased inter- 
vention in advertising matters by the Federal Trade Com- 
mission and a broadening of their interest in all affairs 
relating to the market place. Somewhat paradoxically, this 
has had some favorable effects on the advertising business. 
It has encouraged greater attention to product performance. 
It has caused advertising to be more specific and accurate 
in what it says or implies. And it has accelerated the move- 
ment toward serious advertising self-regulation. But it’s 
a short step from the sublime to the ridiculous. And in its 
vigorous efforts to regulate, the FTC has often overstepped 
its authority and has taken stupid—if not down-right 
dangerous — positions. 


MCEWEN, W J see HORN & MCEWEN 


MCGANN, A F 
Book Review 7(1, 1978)62-63 


MCGANN, A F also see HENDON, MCGANN, 
HENDON 


MCGANN, A F also see MARQUARDT & MCGANN 


MCGANN, A F & N E AABY 4(3, 1975)19-24 & 35 

The Advertising Industry in Western Europe 

This article begins the neglected task of providing a struc- 
tural description of the advertising industry in Europe 
today. Comparisons are drawn between industry structure 
in Europe and the U.S., and among sixteen European 
countries. In addition to this statistical description and 
comparison, an analysis of differences in performance 
among European agencies is presented. The article concludes 
with a discussion of the impact of both decisional and 
environmental variables on contemporary European 
advertising. 


MCGILL, M E see BARRY, HANSEN, MCGILL, 
REED 


MERZ, G R see CANNON & MERZ 

MILLER, J A 6(1, 1977)4-9 
Are Mandated Disclosures Deceptive Advertising? 
Advertising managers, educators and regulators alike have 
observed the growth of federal programs mandating the 
form or content of consumer information disclosures. 
Although this activity often has been warranted, at times 
these programs may have had unintended “deceptive” 
effects. Examples might include the USDA’s food grading 
systems, some of the FTC’s corrective advertising activities 
and certain programs of affirmative disclosure of product 
information (e.g., gasoline octane ratings and the cigarette 
health warning). To avoid these problems one must give 
attention to principles learned from communication and 
attitude research. Further, such programs will benefit 
greatly from before-after impact evaluation studies to 
insure that results correspond with objectives. 

MILLER, J A & R WALLER 8(4, 1979)20-29 
Health Care Advertising: Consumer vs. Physician 
Attitudes 
This article reports results of a national survey of physi- 
cians and consumers from five large metro areas across the 
United States regarding their attitudes toward the adver- 
tising of professional services in the health care sector. 
Results show extensive and strong contrasts between the 


two groups — consumers desire and favor such advertising 
while doctors oppose it. 


MINDAK, W A 


Book Review 6(4, 1977)42-43 


MIRACLE, G E 6(2, 1977)47 & 46 


Project 1980s — Advertising and Government 
Panel 


MIRACLE, G E 6(3, 1977)24-28 & 10 


An Historical Analysis to Explain the Evolution of 
Advertising Agency Services 

Young people interested in careers in advertising often ask: 
Do advertising agencies offer good career opportunities? 
What functions do agencies perform, and why? How will 
agencies evolve in the future? This article traces the evo- 
lution of services that advertising agencies perform and 
identifies major factors that explain such evolution. The 
reader may wish to perform the same kind of analysis to 
predict or anticipate future evolution of advertising 
agencies. The intent is not only to explain or predict 
changes, but also to exhibit “systems thinking” which is 
appropriate for the historian. 


MIZERSKI, R W 


Book Review 6(2, 1977)49-50 


MOGG, JM & BM ENIS 3(3, 1974)35-41 


Assessing Media Effectiveness Via Network 
Flowgraphs 

The network concept, as applied to the assessment of 
media effectiveness, provides a rigorous mathematical tool 
for relating pertinent variables to a goodness criteria, with- 
out sacrificing a desired simplicity in the model. Judg- 
mental weighting to input parameters are presented to the 
mode! in the form of proportions of an audience that 
possess, or will possess, attributes consistent with an ideal 
target audience. These proportions are then associated by 
means of a network model resulting in an index in the form 
of a proportion of an input audience, for each media being 
considered. The selection of a media can then be considered 
as a determination of the media reaching the largest, ideal 
target audience, for a fixed dollar budget. 


MONTANA, P J 2(2, 1973)16-17 


The Company Perspective 

This article identifies briefly the challenges and executive 
advertising personnel needs of the future, and highlights 
current basic inadequacies of advertising executive develop- 
ment programs and practices — revealed generally through 
a survey by the author of selected corporations, colleges 
and universities, and professional associations. 


MOORE, C W & W M PRIDE 9(2, 1980)20-28 & 
43-44 


Selected Effects of Qualifying Statements 
Regarding Technical Performance Claims: An 
Experimental Investigation 

This research investigated the effects of a qualifying state- 
ment on a reader’s confidence in, and image of, a technical 
performance claim in a print advertisement. The study 
focused on variations in the intensity and location of quali- 
fying statements, the source of the performance test 
results, and readers’ familiarity with the advertised product. 
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Analyses of variance and orthogonal contrasts were 
employed to test fourteen hypotheses. The findings suggest 
that the use of a qualifying statement regarding a technical 
performance claim reduces a reader’s confidence in the 
claim and makes his or her image of the claim less favorable. 
Other statistically significant findings also are reported. 


MOORE, F 


Book Review 3(4, 1974)47 


MOORE, F & C ADAMSON 4(1, 1975)15-19 


U.S. International Public Relations: The 

Challenge of the Seventies 

The United States operates four dozen overseas agencies 
directly affecting its worldwide image. To these must be 
added state agencies and the private sector, including the 
communication media, the business community, tourists, 
entertainers, professionals, and academia—all of whom 
make independent contacts on a continuing basis. Finally 
there are the contacts of Americans at home with our 
international visitors. 

We are failing to coordinate these signals, to reach agree- 
ment on common aims, or certainly to evaluate their 
effectiveness through meaningful research. And this despite 
the fact that our future and the fuiure of the world may 
depend in significant measure upon the achievement of 
mutual understanding in an increasingly interdependent 
world community. 


MOORE, F & J LECKENBY 2(2, 1973)6-10 


The Quality of Advertising Education Today 

Based upon their findings in a survey of advertising educa- 
tors, practitioners, and students, the authors cite a lack of 
agreement on the proper content, the value, and the aims of 
advertising education. The article suggests that this failure 
to achieve consensus is actually a failure of communica- 
tion, which is further manifested in the fact that educators 
have achieved neither the respect of nor the leadership in 
the field. The authors maintain that educators have the 
potential to command both but that they themselves must 
correct the situation through meaningful interaction with 
practitioners and thus resolve these misunderstandings and 
make their rightful contribution to advertising. 


MOORE, F & J LECKENBY 4(2, 1975)21-26 

The Role of Advertising Educators as Problem 
Solvers in the Field of Advertising 

In a recent study (“The Quality of Advertising Education 
Today,” Journal of Advertising, Volume 2, Number 2, 
1973) the authors cited a lack of agreement among edu- 
cators, practitioners, and advertising students on the proper 
content, value, and aims of advertising education. In the 
survey reported in the present article, an attempt was made 
te define specific problem areas and to determine which of 
them could most effectively be dealt with by educators. 
The basic purpose of the survey was to secure the opinions 
of educators and practitioners as to (a) how helpful 
educators have been in the past. (b) their potential for 
help in the future, and (c) how, specifically, they can 
be helpful. 

MOORE, R L & G P MOSCHIS 7(4, 1978)24-30 
Teenagers’ Reactions to Advertising 


Using self-administered questionnaires from 607 adoles- 
cents, this study focuses on the development of cognitive 
orientations to advertising and mass media and interpersonal 
influences on the acquisition of consumption motivations 
end behaviors. The findings indicate that such consumer 
learning may occur primarily in a social context with com- 
munication with parents and peers as significant predictors. 
Overall, the data provide little support for the idea that the 
mass media create desires, which in turn motivate consumers 
to work harder to satisfy these needs. Instead, the material 
value system seems to arise out of basic socialization 
processes. 


MORGAN, F W JR. 8(4, 1979)30-37 
The Products Liability Consequences of Advertising 
Developments in products liability litigation present serious 
implications for the advertising manager. This article 
reviews the various categories of liability for product- 
related injuries which have been associated with advertising 
activities. Implications for advertising strategy are also 
presented. 

MORGAN, F W JR. also see RIORDAN & MORGAN 

MORGAN, R 
Book Review 4(4, 1975)45-46 

MOSCHIS, G P see MOORE & MOSCHIS 

MOTES, W H see WOODSIDE & MOTES 


MULLEN, J J & T A BOWERS 8(1, 1979)39-42 
Government Advertising: A Runaway Engine? 
The rapid growth in recent years of government expendi- 
tures for advertising and related activities suggests to the 
writers that it is time for the American people to consider 
what constraints, if any, should be placed on government 
advertising activities. 

Aside from the massive size of the expenditures (over $100 
million for paid advertising and several times that for other 
“information” annually), this activity raises several problems 
not present with advertising by commercial firms. 1) It 
spends taxpayers’ money to achieve goals contrary to the 
interests of some of those taxpayers. 2) It lacks review and 
regulation to encourage truth and discourage fraud. 3) It 
need not meet any test of economic efficiency. 

While some government advertising is both proper and 
necessary, it is possible that unrestrained advertising and 
massive budgets are a combination which could weaken the 
foundation of our political system. 

MURDOCK, G W & J M PETERSON 10(4, 1981) 

5-10 & 47 
Strict Product Liability for Advertising Agencies: 

A Pro/Con Discussion 

Advertising agencies play an increasingly important role in 
moving the product from manufacturer to consumer. 
Because of this role agencies must be concerned about their 
potential inclusion in strict product liability claims. This 
article investigates the pros and cons of including advertising 
agencies in such claims. 

MURPHY, J H & MS AMUNDSEN 10(1, 1981) 

14-20 & 48 
The Communications — Effectiveness of Com- 

parative Advertising For A New Brand On Users 


of the Dominant Brand 

An experiment was employed to examine the effectiveness 
of comparative magazine advertising appeals when employed 
by new brands competing with a dominant brand in their 
product category. Three experimental treatments were 
used: a direct comparative copy appeal; a “brand X” 
comparative copy appeal in which comparisons were made 
with “the leading brand; and, a non-comparative copy 
appeal. Results of the experiment suggest that a non- 
comparative or straight sell appeal is more effective than 
comparative appeals for new brands competing with a 
dominant brand. 


MURPHY, J H, IC M CUNNINGHAM, G B 
WILCOX 8(2, 1979)17-21 


The Impact of Program Environment on Recall of 
Humorous Television Commercials 

This study investigated the possible effect of television 
program types on the recall performance of humorous 
television commercials. An experimental design was devel- 
oped to test the relative performance of the same humorous 
and non-humorous ads in three different contextual en- 
vironments — situation comedy, action/adventure, and 
documentary. The findings indicate that the recall perform- 
ance of commercials and of the product or service promoted 
are both affected by the program environment within 
which the ads appear. 


NAGATA, K 3(1, 1974)38-42 


Ethnic Perceptions of Advertising as an American 
Institution 

Literature on American advertising suggests that the values 
promulgated by advertising may help ethnic groups achieve 
middle-class orientations in the American society. Hence, 
advertising may function as an accultural variable if posi- 
tively perceived by ethnic members. 

This study specifically refers to a comparative analysis 
between the American Whites and Negroes (as control 
groups) and Japanese Americans (as experimental group) on 
value perceptions of advertising as an institution. The 
results, however, have clearly shown largely negative atti- 
tudes toward advertising on the part of Japanese Americans. 
The conceptual differences observed across the ethnic lines 
can be traced both theoretically and empirically based on 
communications literature. Of most notable finding here is 
the working of strong psychological defense mechanisms 
on the part of Japanese Americans to selectively perceive 
outside values, supported by a Buddhist virtue of uppekha 
(or internal equanimity through non-attachment). 
Comment 3(1, 1974)42-44 

Rejoinder 3(1, 1974)44-46 


With two exceptions, introductory advertising texts present 
a naive and inaccurate account of the history and develop- 
ment of advertising. National advertising is described merely 
as an attempt to inform distant consumers about the manu- 
facturer’s product, an explanation which is inadequate and 
at odds with historical and contemporary evidence as well 
as orthodox economic theory. An understanding of adver- 
tising as an economic institution is not found in any of 
the texts. 


O’CONNOR, J 3(2, 1974)9-14 
International Advertising 
Paralleling the expansion of the world market and growth 
of multinational corporations is the growth of multi- 
national advertising agencies. Any company who is serious 
about developing or maintaining an international market 
needs an agency who can determine the marketing pri- 
orities, advise on marketing plans for specific areas, and 
provide a complete range of research and marketing services. 
O’TOOLE, J E 2(2, 1973)32-34 
Are Grace Slick and Tricia Nixon Cox the 
Same Person? 
Advertisers are getting lost in the revolution of the 60s 
and 70s because they have not learned to personalize the 
field. The consumer lacks confidence in advertising. The 
consumer can no longer be looked at as a passive and static 
statistic; the advertiser must research people’s attitudes and 
direct their advertising to a single person. Advertising isn’t 
about products; it is about how a product can fit into a 
person’s life and make that life better. 


PAKSOY, C H see WILKINSON, MASON, PAKSOY 
PARK, C W & V P LESSIG 6(1, 1977)10-16 
Judgmental Rules and Stages of the Familiarity 
Curve: Promotional Implications 
This paper suggests how the consumer’s usage of various 
composition rules is likely to vary as his product and brand 
familiarity increase over time. The relationships suggested 
are based upon empirical findings and theories of informa- 
tion processing. A particular emphasis is placed upon the 
promotional implications of the suggested relationships. 
PARK, C W also see LESSIG & PARK 
PATTI, C H 6(4, 1977)30-35 
Evaluating the Role of Advertising 
This paper presents a procedure useful in assessing the 
probability of an individual marketer profitably employing 
advertising to stimulate demand for products or services. 
The procedure is based on the classic factors which affect 
the ability of advertisin, to stimulate demand originally 


NEVILLE, T see WINN & NEVILLE identified by Neil Borden (The Economics Effects of 


NEWBY, T J see HILL, LARSEN, NEWBY, Advertising). This managerial approach provides strategic 

ROBINSON insights into the extent to which an individual firm should 

NICHOLSON, L invest in advertising. In addition, the results of 7 - 

cedure — an advertising opportunity score — provide the 

Book Review strategist with guidance in establishing advertising objectives 

NORRIS, V P 9(3, 1980)3-11 and determining the portion of the total selling task which 
Advertising History — According to the Textbooks should be assigned to advertising. 
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PATTI, C H 8(4, 1979)38-42 
The Role of Advertising in the Adoption of 
Industrial Goods: A Look at the Raw Materials 
Industry 

Although there is comparatively little money spent annually 
on industrial advertising, several studies have indicated its 
effectiveness and efficiency during the early stages of the 
industrial adoption process. This paper examines the com- 
parative effectiveness of five promotional tools in the 
marketing of an undifferentiated industrial good. Within 
the cognitive—affective—conative adoption framework, this 
paper analyzes the role of both personal and non-personal 
media in the marketing communications process. The 
results of the study have application for both industrial 
advertising practitioners and communications researchers. 


PATTI, C H also see SWINYARD & PATTI 
PAUL, R J see ROERING & PAUL 
PEEBLES, D M & J K RYANS JR. 7(2, 1978)48-52 
& 47 
Advertising As A Positive Force 
Worldwide, advertising is losing its dynamism because of 
increased regulation and aggressive consumer movemeats. 
The industry needs to regulate itself. One plan for self- 
regulation is outlined. 
PERCY, L see ROSSITER & PERCY 
PERMUT,S E 
Book Review 9(4, 1980)44 
Comments 2(2, 1973)37-39, 4(1, 1975)39 
PERMUT, S E also see HAEFNER & PERMUT 


PETERMAN, J N 3(3, 1974)45-49 
Advertising Courses for Whom: Advertisers or 
Consumers? 
Advertising, consumerism and consumer psychology are 
very much in the public eye these days and teachers, 
teaching advertising and marketing courses, see themselves, 
and are seen by others, as torn between opposing polar 
orientations. A survey of one group of teachers of adver- 
tising and advertising-related courses shows most such 
teachers orienting their courses, predominantly, toward the 
interests of the market place “professionals” rather than 
that of the general public. Yet humanistic and social 
conscience considerations would seem to demand the 
opposite. Several alternative, possible positions are con- 
sidered and a practical, ethically supportable position 
is indicated. 
Comment 3(3, 1974)49-50 
Rejoinder 3(3, 1974)50 
PETERSON, J M see MURDOCK & PETERSON 
PHILLIPS, W E 
Comment 5(2, 1976)43 
PIEPER, W J see GLASSMAN & PIEPER 
PIERCE, F N 
Book Reviews 4(1, 1975)42-43, 5(3, 1976)40 
PISANI, J R 
Book Reviews 5(4, 1976)49, 6(2, 1977)49 
PLETCHER, B A see LAMB, PRIDE, PLETCHER 


PLETCHER, B A also see PRIDE, LAMB, PLETCHER 
PLUMMER, J T 6(2, 1977)5-15 


Consumer Focus in Cross-National Research 

This article points out the need for a consumer focus in 
cross-national research to aid multi-national marketers in 
developing relevant strategies and executions for each 
market. Two major constructs are discussed which reinforce 
the consumer focus. The first construct is “Life Style” 
research to gain a more human profile of consumers in a 
market. The underlying theory for “Life Style” research is 
presented and how the research has been done in over 
fourteen countries is described. The second major construct 
in this article are three analytic models for comparing 
consumers across markets. The three analytic models are 
(1) shared cultural norms (2) segmentation within cultures 
and (3) correlates of usage. Illustrative findings of each 
model are presented. 


POLITZ, A 4(2, 1975)10-12 


The Function of Advertising and Its Measurements 
Sales success or failure does not prove success or failure of 
advertising. If we regard advertising as the cause of certain 
psychological effects, then these psychological effects have 
to be the objective of advertising measurement. Thus, 
predictive measurement of copy effect would have to 
include the potential consumer’s actual change in appre- 
ciation and desirability created for the product by means 
of advertising. 


POLITZ, A 4(3, 1975)11-14 


Creativeness and Imagination 

There is an unnecessary preoccupation with “attention- 
getting.”” Copy is only one part of the advertising mechan- 
ism. Imagination is not creativeness. Creativeness has to 
follow rules which are guided by an analysis of the thoughts 
supplied by imagination. 


PRESTON, I L 9(3, 1980)12-15 & 45 


The Compatibility of Advertising Regulation and 
The First Amendment 

This article argues that advertising regulation and the First 
Amendment are not nearly so incompatible as has been 
popularly suggested. The reason lies in their common his- 
torical roots. Advertising regulation has its origins in the 
law of caveat emptor, a law of freedom of speech estab- 
lished from the same philosophical background as was the 
First Amendment. This relationship is described, and impli- 
cations for present and future regulation are discussed. 


PRESTON, IL 


Book Review 8(1, 1979)51-52 


PRICE, P 


Book Review 6(3, 1977)44 


PRIDE, W M see EARL & PRIDE 
PRIDE, W M also see LAMB, PRIDE, PLETCHER 
PRIDE, W M also see MOORE & PRIDE 
PRIDE, W M, C W LAMB & B A PLETCHER 
8(2, 1979)29-35 & 48 
The Informativeness of Comparative Advertise- 
ments: An Empirical Investigation 
In 1972 the FTC staff indicated that media policies which 


— 
| 
30 


restrict the use of comparative advertisements not only may 
prevent buyers from obtaining information that is useful 
in making informed purchase decisions among competing 
brands but also may cause buyers to be misled. This labora- 
tory experiment focused upon the issues of whether or not 
comparative print advertisements are more informative than 
noncomparative ones and whether variations in intensity 
and directionality affect the informativeness of comparative 
advertisements. 


AUARLES, R see COLWELL-QUARLES 


REED, BS 
Book Review 8(1, 1979)53-54 
REED, H H see BARRY, HANSEN, MCGILL, REED 
REID, D M see WOODSIDE & REID 
REID, L N 6(3, 1977)41-43 
Are Advertising Educators Good Judges of 
Creative Talent? 


Even if advertising educators cannot teach students to be 
creative, they can guide and encourage those students with 
creative talent to enter the creative areas of advertising. 
Comparing advertising educators’ judgments of their 
students’ creative talent with measures of each student’s 
associative creative ability at two major state universities, 
this study examines the question: Are advertising educa- 
tors good judges of creative talent? 

REID, L N 8(3, 1979)13-19 
The Impact of Family Group Interaction on 
Children’s Understanding of Television Advertising 
This participant observation study examined the impact of 
family group interaction on children’s understanding of 
television advertising. The observations, grounded in 
naturalistic family viewing settings, suggest that a child’s 
level of understanding is a product of family group inter- 
action concerning consumer-related skills and other social 
experiences that the child carries to viewing situations. 


REID, L N also see ROTFELD & REID 
REID, L N also see SOLEY, TEEL JR., REID 


REID, L N & L BUCHANAN 8(2, 1979)26-28 
A Shopping List Experiment of the Impact of 
Advertising on Brand Images 
The purpose of this study was to examine the impact of 
advertising on brand images. One hundred and twenty 
female cat owners were divided into three equal treatment 
groups. Each group was given a specified shopping list and 
asked to describe the personality of the female shopper. 
Two leading national brands of canned cat food served as 
the test items. The brands were at relative competitive 
parity, except in terms of advertising-achieved image 
association. Analysis of the data suggest that image dis- 
tinctions are influenced by image-oriented advertising. 
The results support the view that a major function of 
advertising is in the area of the consumer’s perception of 
particular brands. 


REID, LN & C F FRAZER 8(4, 1979)13-19 


Studying the Child/Television Advertising Rela- 
tionship: A Symbolic Interactionist Approach 

The authors argue that research has focused too narrowly 
on the effects of television advertising on children. To fully 
understand the child/television advertising relationship, 
it is their position that it is necessary to actually examine 
the social character of child viewing situations. They present 
the logic of the naturalistic method of symbolic inter- 
actionism as an alternative approach for developing a more 
complete understanding of television advertising in the 
lives of child viewers. 


REID, L N & HJ ROTFELD 5(4, 1976)24-29 & 19 


Toward an Associative Model of Advertising 
Creativity 

It has been assumed that the associative process plays a 
central and important role in advertising creativity. Yet, 
although this assumption has long been recognized, we 
know very little, other than intuitively, about the creative 
process itself. This paper represents a preliminary inquiry 
into this gap of advertising theory, formulating an associ- 
ative model for the individual copywriter’s creative process. 
More specifically, this study examines the relationship of 
associative ability, attitude, and creative ability, as con- 
ceptualized in the presented model. The findings suggest 
a direct and significant relationship among these three 
variables. 


REID, L N, LC SOLEY, R D WIMMER 
10(1, 1981)3-13 


Replication in Advertising Research: 1977, 1978, 
1979 

A content analysis of all 1977, 1978 and 1979 issues of the 
leading advertising, marketing and communication publi- 
cations was conducted to determine the frequency of 
replication in advertising research. The results revealed that 
replications are seldom published in advertising research 
and, as a consequence, the possibility exists that empirical 
results are uncritically absorbed into the advertising litera- 
ture as verified knowledge. Recommendations are offered 
to assure that replication becomes a recognized and prac- 
ticed component of the advertising research process. 


RENTZ, J O & F D REYNOLDS 8(2, 1979)22-25 


Magazine Readership Patterns 

A nationwide life style survey served as the basis for ex- 
ploring women’s magazine exposure behavior. Seven 
magazine exposure patterns were identified using factor 
analysis and interpreted on the basis of the common 
content of the magazines representing each pattern. Com- 
parison of the findings of this study with prior studies 
suggested that media patterns are relatively stable over 
time. 


RESNIK, A J & B LSTERN 6(3, 1977)11-17 


Children’s Television Advertising and Brand 
Choice: A Laboratory Experiment 

This experiment attempts to investigate the vulnerability 
of children to television advertising. Subjects between six 
and eight years of age were exposed to commercial stimuli 
under varying conditions. Groups were randomly assigned 
to view segments of “Jeannie,” a network children’s show, 
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either with an experimenter-produced commercial of a 
previously-unknown brand or a control ad inserted into the 
program context. In addition, the effects of traditional 
methodologies employed in related literature to one which 
minimizes reactance effects were studied. Children’s brand 
choices were found to be influenced significantly by 
the communication of the commercial message for the 
previously-unknown brand. 


RESNIK, A J, B L STERN, B ALBERTY 
8(3, 1979)3-12 & 48 


Integrating Results from Children’s Television 
Advertising Research 

Children’s television advertising is rapidly becoming a major 
concern to government agencies, citizens’ groups and 
researchers in many areas of the social sciences. To this 
point there has been little integration of research efforts. 
This article presents a model of the processing of television 
advertising by children in order to organize and integrate 
previous research results and to act as the basis for suggesting 
future directions for research. The authors indicate that 
more involvement by advertisers is needed. 


REYNOLDS, F D, WS MARTIN, W K MARTIN 
6(2, 1977)32-35 & 31 


Media Habits of In-Home Buyers 

A random sample of 275 homemakers was utilized in the 
investigation of media-habits characterizing in-home 
shoppers. The in-home shopping patterns were used to 
define three market segments: non-in-home shoppers, 
speciality in-home shoppers, and general in-home shoppers. 
Then, media habits were measured by the amount of expo- 
sure to 92 different types of media and analyzed. The 
results suggest directions for allocating media expenditures. 


ROCKWELL, W F JR. 1(1, 1972)13-16 


Government and Advertising 

The existence of any company that must bridge the gap 
between production and sales ultimately rests in the hands 
of the consumer. The quality and quantity of the adver- 
tising surrounding a product can gain a stay of execution; 
but ultimately the public alone, through ignorance of a 
product’s existence, indifference, or dislike, decides that 
a product is going to die. 

American industry for the past five years has been under 
continuous attack. That attack has come in many forms. 
Some of this outcry against advertising is simply an exten- 
sion of the on-going attack on American industry. The 
attackers thrive on visible targets, and in this case, national 
advertising. Stripped of all the excess verbiage, what is 
really being attacked is not advertising itself but the business 
function of selling its products. 

We don’t need a bureaucratic screen to keep buyer and 
seller apart. 


ROERING, K J & R J PAUL 5(2, 1976)32-36 


The Effect of the Consistency of Product Claims 
on the Credibility of Persuasive Messages 

This article reports the results of a study conducted to 
determine the effect of the consistency of product claims 
on the credibility of persuasive messages. The results in- 
dicate that 1) the believability of product claims may be 
increased by disclaiming superiority on some product 
attributes, 2) low consistency ads result in higher expec- 
tancy value ratings than high consistency ads and 3) that 
the consumer’s sex and personality have no moderating 


influence on the relationship between the consistency of 
advertising claims and the persuasiveness of the ad. 


ROGERS, E J 3(3, 1974)42-44 
College Recruitment — 1974 
This survey, conducted among 17 of the 25 largest adver- 
tising agencies, highlights the reduction of entry-ievel 


The marketing implications are discussed. 
REYNOLDS, F D also see RENTZ & REYNOLDS 
RIORDAN, E A & F W MORGAN JR. 8(1, 1979) 


33-38 employment opportunities, for college graduates, when 


A Taxonomic Evaluation of Advertising Budgeting 
Models 


The advertising budget allocation decision has been recog- 
nized as a critical decision that should receive logical, 
scientific determination. However, actual decision-making 
practice indicates that marketers typically use qualitative, 
non-scientific methods when setting advertising budgets. 
This article discusses the reasons for this practice by focusing 
on the properties of qualitative models which make them 
attractive to practitioners and the properties of quanti- 
tative models which make them unattractive. To assist in 
this analysis, a taxonomy for the classification of various 
qualitative and quantitative budget models is constructed, 
the emphasis of which is on the perceived usefulness of a 
budget model to practitioners. 


RIPLEY, J M 


Book Review 6(4, 1977)46 


ROBINSON, P W see HILL, LARSEN, NEWBY, 
ROBINSON 


ROCHE, B 


Book Reviews 6(2, 1977)50-51, 7(3, 1978)52 


1974 is compared to 1973. The survey also gives indication 
of the relative popularity various schools enjoy as preparers 
of future advertising executives. The author closes with an 
appeal to the advertising industry concerning the need to 
increase the number of entry-level opportunities. 


ROSENBLATT, S B 


Book Reviews 4(3, 1975)47, 5(4, 1976)51, 
6(1, 1977)47, 6(4, 1977)45-46, 8(2, 1979)43 


ROSENFELD, IB & CS CRAIG 6(2, 1977)36-41 


Sheldon’s Constitutional Theory and Advertising 
Appeals: A Preliminary Appraisal 

Sheldon suggests that a strong relationship exists between 
physique and temperament or personality. The present 
study examines the usefulness of physique and tempera- 
ment as moderators of communication effect. Subjects 
were exposed to twelve advertisements that captured 
salient elements of Sheldon’s theory. Measures of physique 
and temperament served as the independent variables while 
affect toward the advertisements served as the dependent 
variable. There was a significant relationship between 
temperament and affect. Physique, however, was not as 
predictive. It appears that Sheldon’s Constitutional Theory 


32 


can potentially contribute to the formulation of adver- 
tising strategies by providing an. indication of the appeals 
that might be relevant. 


ROSS, B I 2(2, 1973)18-21 


Advertising Zducation 

The author asserts that the quality of advertising education 
in four-year colleges and universities has improved with age. 
Graduate courses in the field of advertising have aided 
teachers into becoming more research oriented. Schools 
of business have moved their advertising programs into a 
management technique direction while journalism/commu- 
nications programs have stayed more on the functional and 
creative sides. 

Advertising education is stronger today than at any time in 
its brief history, yet there are weaknesses. Some claim that 
schools are still not giving a strong moral and social respon- 
sible base to our students. Educators feel that there is a lack 
of current material to use in the classroom. They also feel 
that there needs to be more campus cross-fertilization 
bringing students together with other disciplines. 


ROSSITER, J R & L PERCY 9(2, 1980)10-16 


Attitude Change Through Visual Imagery 

In Advertising 

A new theory of the way in which advertising can influ- 
ence consumers’ attitudes toward products is proposed. 
The theory is based on visual imagery and classical condi- 
tioning rather than on the typical verbal belief summation 
approach to attitude. A supportive experiment is presented 
and the persuasive function of visual imagery in advertising 
is discussed. 


ROTFELD, H J 
Book Review 10(2, 1981)44-45 


ROTFELD, H J also see REID & ROTFELD 
ROTFELD, H J & LN REID 8(1, 1979)9-14 


Potential Secondary Effects of Regulating 
Children’s Television Advertising 

The Federal Communications Commission and the National 
Association of Broadcasters are currently formulating rules 
and regulations to limit the amount of TV advertising 
directed at children. What has not been considered are 
potential secondary effects of these proposed rules and 
regulations. 

The apparent basis of this action is great faith in the power 
and effectiveness of consumerist legislation. Even if the law 
is effective in accomplishing its primary objectives, it may 
produce negative consequences for many consumers and 
negative reactions within the business community. 


ROTFELD, H J & K B ROTZOLL 9(3, 1980)16-20 
&45 


Is Advertising Puffery Believed? 

There exists a legally unique class of literal advertising 
statements, puffery claims, that the law assumes to be in- 
capable of causing any consumer deception. Based on the 
historic treatment of such claims before the law and “‘log- 
ical” interpretations of such claims by jurists, it is presumed 
that consumers recognize puffs as mere “‘seller’s talk” that 
is not to be believed. These legal assumptions directly 
raise research questions about two possible ways puffs might 


cause actual deception: do substantial numbers of con- 
sumers believe puffs as literal facts, and do consumers 
believe factual claims that might be implied by the puffs? 
Findings of any consumer belief of puffs or what they 
imply (above a bare incidence) would be seen to contra- 
dict legal assumptions of consumer responses to such claims. 


ROTZOLL. K B 9(4, 1980)6-14 & 42 
Gossage Revisited: Reflections of Advertising’s 
Legendary Iconoclast 
From the mid-50s to his death in 1969, Howard Luck 
Gossage served as advertising’s resident gadfly. A successful 
practitioner through his own unorthodox approach to 
advertising messages, Gossage above all attempted to raise 
his colleagues’ consciousness to what he saw as advertising’s 
clear abuses — its basic philosophy of overkill fueled by the 
poisonous commission system, the subsequent tasteless 
and irrelevant messages, the clear disregard for the well 
being of the media, etc. This legacy of theory and practice 
is, it is contended, clearly relevant to contemporary 
concerns. 

ROTZOLL, K B 5(3, 1976)9-15 
Advertising in the Large — Four Institutional 
Views 
Broad assumpticns about how advertising does — and 
should — function in society influence the thinking and 
actions of critics and supporters alike. Carey, Norris, Potter, 
and Sandage have analyzed advertising as an institution in 
American society. Here their ““macro”’ perspectives are first 
described and then analyzed for their implications. Carey 
sees advertising linked with “market information,” and 
Norris with producers’ quest for market power. Potter is 
wary of advertising’s social control in an abundant society, 
while Sandage views advertising as serving the best interests 
of citizen and society. Their reasoning — and implications 
— are intriguing. 

ROTZOLL, K B 
Book Review 6(1, 1977)46 

ROTZOLL, K P also see ROTFELD & ROTZOLL 

RUSSELL, J T 
Editorials 4(4, 1975)47, 5(1, 1976)40, 5(2, 1976) 
44, 6(1, 1977)49, 6(3, 1977)50-51, 6(4, 1977)41, 
7(2, 1978)61, 7(3, 1978)54, 7(4, 1978)52, 
8(1, 1979)47 

RUSSELL, J T & CH MARTIN 5(3, 1976)29-34 
Sources of Scholarly Publications in Marketing, 
Advertising, and Public Relations 
Advertising and marketing as fields of scholarship depend 
to a large extent on major scholarly publications for the 
exchange of ideas and research. The authors have examined 
six publications in the fields of advertising, marketing, and 
public relations in order to determine the major sources 
of new ideas in these fields. 


RUSSELL, J T & E WINTER 2(1, 1973)32-35 
Psychographics and Creativity 
The present study views the area of psychographics from 
the perspective of the creative person. The major studies in 
the field have been conducted by researchers who assume 
psychographics has significant value in advertising creativity. 
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However, little consultation with creative personnel has 
been done in arriving at this conclusion. 
The authors have assimilated the major findings on psycho- 
graphics and organized it according to its value in creating 
advertising. In addition, copy supervisors at leading agencies 
were surveyed to determine their understanding of the use 
of psychographics. 
The results of the survey indicated a gap between the value 
attributed to psychographics by researchers and the actual 
use of psychographics by creative personnel. The authors 
feel that psychographics offers a fresh approach to under- 
standing the consumer. Its full value will only be rcalized, 
however, when psychographics is more fully understood by 
those with the task of communicating with the consumer. 
Comment 2(1, 1973)35-36 
Rejoinder 2(1, 1973)36 & 46 

RUST, R T, JE KLOMPMAKER, R S HEADEN 

10(3, 1981)42-46 
A Comparative Study of Television Duplication 
Models 
The leading duplication models are empirically tested on 
network television viewership data. A model taking expli- 
citly into account program type and daypart is found to be 
the best currently available model for estimating network 
television duplication. 

RYAN, WD 
Book Review 4(1, 1975)42 

RYANS, J K JR. see PEEBLES & RYANS JR. 


RYANS, J K JR. & V BERGER 7(3, 1978)40-47 
Use of Advertising to Improve MNC’s Overseas 
Image 
Multinational Corporations (MNCs) have been blamed for 
a number of social and economic ills. This study found that 
while there was heightened awareness of an image problem 
among MNC executives, little advertising is done to change 
corporate image. 

RYANS, J K JR. & C FRY 5(2, 1976)11-13 
Some European Attitudes on the Advertising 
Transference Question: A Research Note 
This article reports a portion of the findings of research 
conducted to determine the attitudes of select French and 
Dutch advertising agency leaders and German marketing 
executives regarding specific standardized advertising 
issues. These findings are compared with results obtained in 
earlier studies of U.S. advertising agency and corporate 
executives and the differences are highlighted. 


SAMLI, A C see LINCOLN & SAMLI 
SANDAGE, C H 1(1, 1972)6-9 
Some Institutional Aspects of Advertising 
There are two major criticisms of advertising: the methods 
of individual practitioners and the total advertising process. 
The criticisms are really a protest of abundance in society 
and a reflection of the concept of consumer choice. The 
field of advertising needs more professionals who uncer- 
stand the role advertising plays in society and fewer laymen. 


Advertising provides information to consumers so they are 
better able to make intelligent decisions. 


SANDAGE, C H 


Comment 3(3, 1974)49-50 


SANDAGE, C H & J D LECKENBY 9(2, 1980) 
29-32 & 44 


Student Attitudes Toward Advertising: Insti- 
tution vs. Instrument 

One of the centrai ideas which Professor Sandage has 
attempted to communicate over the years has been that of 
the distinction between advertising viewed as: a social 
institution and advertising as observed in advertisements. 
This paper reports on an informal, empirical examination 
of this distinction stemming from data collected from 
advertising students over the past decade and a half. This 
examination revealed a systematic evaluation of advertising 
by students, regardless of the particular year or university 
in which the student responses were assessed. Advertising 
students distinguished between the institutional and instru- 
mental aspects of advertising. 


SANDERSON, R J see CARDINAL, SANDERSON, 
WINGERTER 


SANTOS, R 5(3, 1976)35-39 


How Latin American Students Perceive American 
Advertising 

The study reported here was designed to examine the at- 
titudes of Latin American students toward American ad- 
vertising. The attitudes of 188 Latin American students 
were investigated, and comparisons were made with a 
matched sample of 193 American students. The results 
showed that the Latin American students’ attitudes toward 
advertising were different from those of their American 
counterparts. Latin American students were more likely 
to have stronger attitudes, both favorable and unfavorable, 
toward specific social and economic dimensions of adver- 
tising. Attitudes expressed by Latin American students 
were not related to their length of stay in the United States. 


SCAMMON, D L & C L CHRISTOPHER 10(2, 1981) 
26-36 


Nutritional Education With Children Via 
Television: A Review 

The paper explores the possibilities for nutrition education 
for children via television, one alternative proposed in the 
controversy regarding TV advertising to children. Results 
from nine experimertal studies of the impact of short ad- 
like television nutrition messages on children’s nutrition 
attitudes, beliefs and behaviors are reviewed. Conclusions 
are drawn regarding the important characteristics of situ- 
ations in which educational messages can be expected to 
be successful and the characteristics of successful messages. 
Recommendations for future research are offered. 


SCHLINGER, F L 3(1, 1974)12-15 


The Measurement of Advertising Communication: 
Some Considerations 

Research on the effectiveness of television commercials has 
made only limited progress in recent years, as regards both 
theory and measurement techniques. The two maior tests 
that are used today — recall and attitude change — are the 


same as those used 10 years ago. The writer analyzes the 
strengths and weaknesses of recall and attitude change as 
measures of advertising effectiveness, and comments on 
recent efforts to measure sales results directly, via split 
cable TV and automated supermarket cash registers. 


SCHORIN,GA 

Book Reviews 8(4, 1979)45, 9(4, 1980)43 
SCHREIBER, R A 

Book Reviews 5(2, 1976)40, 5(2,1976)39-40 


SCHULTZ, D E, M P BLOCK, S J CUSTER 7(2, 

1978)14-22 
A Comparative Study of Radio Audience 
Measurement Methodology 
There is a need for updated, extensive research in the habits 
of radio listeners. A Radio Task Force was formed to ex- 
plore possible methods and indicate that no one method- 
ology has been proven “best” for measuring the audience 
for radio stations. 

SCHULTZE, Q J 10(4, 1981)41-44, 48 
Advertising and Public Utilities 1900-1917 
During the period from 1900 to 1917, utility companies led 
in the expansion of the legitimate use of advertising in the 
political arena. Under the leadership of men such as 
Theodore Vail, President of AT&T, they openly invited the 
advertising business to help establish a public climate 
conducive to private, monopolistic utility service. Conse- 
quently, a growing number of advertising agencies found 
themselves engaged in political persuasion decades before 
the widespread use of advertising to elect candidates for 
public office. Early utility advertising thus prefigured the 
many types of advocacy and corporate image advertising 
widely used in the 1970s. It showed a willingness on the 


part of some agencies to develop non-product campaigns 

for clients involved in controversial public issues. 
SCIGLIMPAGLIA, D see KERIN, LUNDSTROM, 
SCIGLIMPAGLIA 


SEMENIK, R J 9(3, 1980)21-30 
Corrective Advertising: An Experimental Evalu- 
ation of Alternative Television Messages 
Through the use of Feeral Trade Commission recom- 
mended corrective message copy, alternative television 
advertisements were analyzed experimentally to determine 
if message content format influences the effects of correc- 
tive advertising. Results indicate that a corrective advertise- 
ment in which persuasive (and accurate) product claims are 
followed by corrective copy is superior in altering erroneous 
product performance beliefs. A corrective message using a 
format of this type resulted in consumers’ holding more 
accurate beliefs about the medicinal capabilities of Listerine 
mouthwash. Further, decrements to the image of the brand 
and the firm were minimized with this message forinat. 

SETHI, B S see BURSK & SETHI 

SETHNA, BN 7(1, 1978)35-42 
An Electrical Circuit Analogue of Market Behavior 
— As Used in Advertising Decisions 
An electrical circuit analogue is proposed in this paper to 
model sales response to advertising. For a given marketing 
and advertising strategy, and for a given advertising budget, 


the electrical circuit analogue is used to analyze sales be- 
havior corresponding to various forms of advertising input. 
It is shown how this analysis can be used to plan the ad- 
vertising time pattern most appropriate to the manager’s 
requirements and as a means of evaluating the effectiveness 
of an advertising campaign. 

Correction 7(3, 1978)25 


SHARPE, E A 


Book Review 5(4, 1976)47-48 


SHARPE, E A also see HARPER, HARRIS, SHARPE, 
ELAM 


SHEIKH, A A see BARRY & SHEIKH 
SHEINKOPF, K G 


Book Review 3(3, 1974)51 


SHETH, J N 3(1, 1974)6-11 


Measurement of Advertising Effectiveness: Some 
Theoretical Considerations 

This paper examines three different aspects of effectiveness 
of advertising communication. First, how does a specific 
advertising communication get distorted in the consumer’s 
mind, what are the dimensions of distortion and what 
factors produce the cognitive distortion. Second, how does 
advertising influence the consumer choice process? Two 
mechanisms called persuasion and reinforcement are dis- 
cussed and the underlying processes of influence and tactics 
are explored. Third, how does advertising influence con- 
sumption behavior? Two mechanisms called reminder pre- 
cipitation are discussed and the underlying processes and 
tactics are explored. Finally, the paper discusses a sequential 
linkage among the four mechanisms of advertising effec- 
tiveness and gives opinions on the pervasiveness of adver- 
tising through each mechanism. 


SHIMP, T A 5(4, 1976)30-36 & i9 


Methods of Commercial Presentation Employed 

by National Television Advertisers 

This study represents an analysis of the methods of message 
presentation (termed “‘structure”) that are utilized in 
national television commercials. The motivation for per- 
forming the study is captured in the following three points: 
1) the ultimate objectives of advertising research are to 
understand receivers’ information processing and to explain 
and predict the effects advertising messages have on con- 
sumers; 2) in order to achieve these objectives, it is initially 
necessary to delineate the specific message stimuli respons- 
ible for advertising effects; 3) past advertising research has 
been primarily concerned with measuring the effects of 
general message properties (such as fear appeals, message 
repetition, etc.), but virtually no recent efforts have been 
devoted toward achieving an enhanced understanding of the 
message stimuli employed in advertising messages. This 
paper offers a typology of the multiple methods of com- 
mercial structure. The typology was tested on a large 
sample of script-form commercials. The primary contri- 
bution of this effort is the availability of an operational 
typology; a series of research projects are suggested which 
could take avail of it. 
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SHIMP, T A 10(2, 1981)9-15 & 48 


Attitude Toward the Ad As A Mediator of 
Consumer Brand Choice 

This article addresses the issue of how advertising influences 
consumers’ brand choices. A concept termed the attitude 
toward the advertisement approach (ATT 4 ) is introduced; 
a theoretical case is developed showing why ATT, is an 
important mediator of brand choice; empirical evidence in 
support of this case is presented; and suggestions for future 
research are offered. 


SHIMP, T A & D C DYER 7(3, 1978)13-19 


The Effects of Comparative Advertising Mediated 
by Market Position of Sponsoring Brand 

An experimental test of the relative effectiveness of com- 
parative and non-comparative advertising was performed. 
Mock priat ads for fast food chains were constructed and 
preseatted to respondents in a simulated magazine mode. 
Tke market position of the sponsoring brand was mani- 


pulated in both comparative and non-comparative formats. 


Multiple criterion variables were operationalized corre- 
sponding to all stages of the hierarchy-of-effects paradigm. 
On balance, for the nine hypotheses tested, results revealed 
that non-comparative advertising was demonstrably more 
effective than comparative advertising. 


SISSORS, J Z 7(3, 1978)26-30 


Another Look at the Question: Does Advertising 
Affect Values 

Advertising is often charged with influencing worldwide 
values. This article finds some support among social scien- 
tists for the charge. 


SOLDOW, G F 7(4, 1978)40-45 


The Paradox: An Application of a Clinical 
Psychological Concept to Marketing 

This article has taken a concept from the clinical psycho- 
logical and psychiatric literature, paradoxical communica- 
tion, and demonstrated how the concept could be utilized 
in an advertising context. Paradoxical communication re- 
quires a relationship in which the receiver of the message 
is powerless relative to the sender, and the receiver is not 
able to communicate about the message to the sender. This 
relationship may be inherent in mass media. Finally, para- 
doxical messages demand behavior that, by its very nature, 
can only be spontaneous (e.g., “I want you to dominate 
me”). Paradoxical messages have been said to lead to 
schizophrenia in children and also to be therapeutic in 
treating symptomatic behavior. From these two diverse 
situations, two alternative paradoxical messages were 
developed for use in mass media advertising contexts. 


SOLEY, L C see REID, SOLEY, WIMMER 


SOLEY, LC, JE TEEL JR., L N REID 9(4, 1980) 
15-19 


A Comparison of Influences on Fixed and Grid 
Radio Advertising Rates 

This investigation (1) identifies the variables which influ- 
ence radio rate structure and (2) determines the extent to 
which these variables influence spot prices differently for 
stations with fixed rate cards and stations with grid rate 
cards. Regression analysis was employed to investigate the 
relationship between the independent variables (average 


quarter hour audience, station format, consumer spend- 
able income per household, market population, number of 
radio stations per market) and the dependent variable 
(station rates) for both fixed and grid rate stations. A 
Chow test and a series of univariate t-tests were then used 
to investigate the differences between the regression equa- 
tions, revealing that stations with grid rates do not base 
spot prices on audience delivery as much as stations with 
fixed rates. The major implication is that advertisers should 
avoid buying time from the top of the grid whenever pos- 
sible, as these rates are priced higher than fixed rates yet 
deliver fewer listeners per dollar. 


SOLOMON, P J see KELLY & SOLOMON 


SOMERVILLE, D 
Book Review 7(4, 1978)49 


SOMMERS, M S see GREENO & SOMMERS 


SOSANIE, A K & G J SZYBILLO 7(2, 1978)5-13 
Working Wives: Their General Television 
Viewing and Magazine Readership Behavior 
This paper reviews recent literature on the media behavior 
of working and non-working women and reports results of a 
study on the television viewing behavior and magazine 
readership of working and non-working wives. The results 
of the study are similar to findings reported by commercial 
sources but differ from those reported in an earlier issue of 
this journal. Explanations are offered for differences in 
findings and recommendations for future research are 
presented. 


SPARKMAN, R JR. & LM AUSTIN 9(4, 1980)39-42 
The Effect on Sales of Color in Newspaper 
Advertisements 
Little empirical » -~arch is available on the effects on retail 
sales of the use ~ color in newspaper advertising. This 
study analyzes the results of two experiments conducted 
by the Long Beach Independent Press-Telegram, and con- 
cludes that median sales volume gains of approximately 
41% may be realized by using one-color, single-exposure 
newspaper ads, instead of otherwise identical black-and- 
white ads, for price-reduced items. This conclusion is sup- 
ported by statistical analysis of empirical data on actual sales. 


SPENCER, D R see ENIS, SPENCER, WEBB 


STANTON, J L see CHANDRON, LOWENHAR, 
STANTON 


STANTON, J L also see LOWENHAR & STANTON 


STANTON, J L & J A LOWENHAR 6(2, 1977)16-22 
Perceptual Mapping of Consumer Products and 
Television Shows 
How consumers psychologically interpret the complex 
stimuli represented by different television programs as well 
as alternative products that might be advertised on those 
shows is examined. Analysis of the psychological images 
consumers have of different television shows and products 
is first examined separately using discriminant analysis. 
The analysis then proceeds to establish the psychological 
proximities both shows and products share within a 
common domain. Implications in terms of both advertising 
development and placement are discussed. 


STEINER, R L 6(1, 1977)50-52 

Project 1980s 
This report summarizes the work of five American Academy 
of Advertising Special Committees created for the purpose 
of forecasting developments during the 1980s in the inter- 
actions of advertising with economics, society, government, 
education and in the development of acvertising during 
the decade. 


STEINER, R L 10(3, 1981)3-13 

Judging the Welfare Performance of Manufacturers’ 
Advertising 

To judge the welfare performance of manufacturers’ brand 
advertising, this article first lays out some of the basic 
economic relationships between manufacturers, whole- 
salers and retailers, and consumers in a consumer goods 
industry. It then identifies and analyzes the basic forces 
that propelled brand advertising into prominence in the late 
nineteenth century. Conditions in the pre-advertising era, 
which have lingered on in many unadvertised product 
classes, are compared with those that prevail in heavily 
advertised industries. By most of the criteria against which 
its performance is appraised, advertising receives fairly 
good grades. 


STEPHENS, E & T BURKE 3(2, 1974)38-41 
Zen Theory and the Creative Course 
This article describes an approach to creativity in adver- 
tising based on Zen theory. The authors believe that the 
Zen Masters offer insights which can help instructors help 
students search within themselves to find their unique 
creativity. 


STEPHENS, N 10(1, 1981)38-47 

Media Use and Media Attitude Changes With 

Age and With Time 

The growing economic importance of the older age segment 
of society dictates a closer look at its media use and atti- 
tudes toward mass media differ between young, middle- 
study indicates that both the use of mass media and atti- 
tudes towards mass media differ between young, middle- 
aged, and older persons. Also, attitudes toward mass media 
have changed since the early 1960s. In a direct comparison 
with data reported in 1963, the current study shows that 
persons of all ages, and particularly senior citizens, are 
placing much more reliance on television for news and in- 
formation. Newspapers appear to be losing influence while 
mixed trends are observed for radio and magazines. 


STERN, B L 
Book Reviews 9(1, 1980)44-45, 10(2, 1981)42-43 


STERN, B L also see RESNIK & STERN 


STERN, B L also see RESNIK, STERN, ALBERTY 


STEWART, D K 3(3, 1974)16-20 

Advertising and Consumer Behavior 

If the advertiser is to ever receive coherent explanations on 
the relation between his advertising and subsequent con- 
sumer behavior, then a few fundamental principles of 
science must be observed in the performance of research in 
this area. Explanations about the advertising-consumer 
behavior relation are significant to the extent that they 


yield the power to predict. Prediction is based on generai- 
ized causality relations, not statistical correlations. Coherent 
advertising research begins with hypotheses (definitions) 
of key psychological phenomena that have not been equi- 
vocated into physical phenomena either within the defi- 
nition or the experimental design constructed for their 
isolation and identification. 
STEWART, DK 
Editorials 1(1, 1972)48-49, 2(2, 1973)45-46, 
3(1, 1974)49-50, 3(2, 1974)45-46, 3(4, 1974)48-49 
STRAWSER, R H see HISE & STRAWSER 
STUTTS, M A, D VANCE & S HUDLESON 10(2, 
1981)16-25 & 48 
Program — Commercial Separators in Children’s 
Television: Do They Help A Child Tell the 
Difference Between Bugs Bunny and the Quik 
Rabbit? 
Program-commercial separators in children’s television 
shows do not appear to influence a young (age 5 and under) 
child’s ability to recognize a commercial with greater or 
lesser speed. Children age 7 and older may be assisted in 
speed of commercial recognition by separators. Children 
age 3 and under did not, under experimental conditions, 
recognize a commercial nor could they realistically de- 
scribe why commercials are in programs. The authors 


conclude that age remains a significant factor in the child- 
television relationship. 


SUB-COUNCIL ON ADVERTISING & PROMOTION 

OF THE NATIONAL BUSINESS COUNCIL 

FOR CONSUMER AFFAIRS 2(2, 1973)22-27 
What Does Advertising Do for the Consumer? 
The whole marketing/distribution/advertising mix is com- 
plex. This statement deals with only one aspect — the 
practical way in which the consumer perceives of and uses 
advertising. It should be of particular interest to those who 
are concerned about various aspects of advertising, but who 
may lack experience as to its usefulness to the consumer. 


SUNOO, DH & LYS LIN 8(3, 1979)25-28 
A Search for Optimal Advertising Spending Level 
This is a study of the use of a field experiment method, 
utilizing a dual-system CATV service, to determine the 
optimal advertising spending level for a consumer packaged 
product. Based on consumer purchase diary data (n = 2000 
HHs), research was able to determine a ceiling effect of 
daytime advertising, and a threshold effect of nighttime 
advertising. Research findings were implemented for al- 
ternative advertising spending plans which provided flex- 
ibility in media scheduling while maintaining a certain set 
of objectives such as product sales or profit. 

SURLIN, S H 2(2, 1973)35-37 
The Attitudes of Prejudiced Individuals Toward 
the Institution of Advertising 
The purpose of this study is to detect a relationship which 
may exist between a personality type, authoritarian- 
prejudiced, and attitudes concerning the institution of 
advertising. 
The author finds that high authoritarian-prejudiced indi- 
viduals hold a more favorable attitude toward advertising 


i 
= 
if 
AS 
‘ 
/ 
d 
29 
# 
i 
aos 
J 
4 
ay, 
PS 
. 
“4 
. 
37 


than do low authoritarian-prejudiced individuals. The 
author discusses a possible explanation for this finding and 
discusses the possible ramifications of having high authori- 
tarian types exposed to commercial or social-goals 
advertising. 

The need and opportunity for experimental research in 
this area is a final conclusion by the author. 

Comment 2(2, 1973)37-39 

Rejoinder 2(2, 1973)39-40 


SURLIN, S H 7(3, 1978)36-39 & 35 


Sex Differences in Socially Responsible Advertising 
Decisions 

This article attempts to document potential differences in 
socially responsible behavior exhibited by male and female 
advertising executives. Earlier research has found that female 
advertising majors see themselves, and the “su cessful” ad- 
vertising practitioner, as being more sincere and honest than 
do male advertising majors. This indicates that, once a 
practitioner, female advertising executives may perform in a 


discussed. The two-sided persuasive argument is proposed 
as a solution to the problem of increasing consumer cyni- 
cism toward advertising and as a means of enhancing the 
informative value of advertising communication. 


SWINYARD, W R & C H PATTI 8(3, 1979)29-36 


The Communications Hierarchy Framework for 
Evaluating Copytesting Techniques 

Each year, substantial sums of money are invested in evalu- 
ating advertising — both individual commercials as well as 
entire campaigns. Because each copytesting technique is 
founded on a different theoretical base, test results are 
often inconsistent and confusing. To improve the efficiency 
of the management of advertising research, a framework is 
needed to help management translate copytesting results 
into meaningful decision-making information. 

By examining the data of an actual advertising copytesting 
situation, this paper develops a framework for improving 
the understanding of copytesting techniques and their 
application to various product catégories. 


more socially responsible manner. Findings reported in this 
article do indicate greater social responsibility in adver- 
tising content decision-making by female advertising 


SZYBILLO, G J see SOSANIE & SZYBILLO 


SZYBILLO, G J & R F HARTENBAUM 5(4, 1976) 
42-46 & 52 


executives. Further research is called for and some pos- 
sibilities are suggested in the article. 


SURLIN, SH 


Book Reviews 3(4, 1974)46, 5(4, 1976)52, 8(1, 
1979)53 


SURLIN, SH 
Comment 3(4, 1974)44-45 


SURLIN, S H & T F GORDON 5(1, 1976)32-37 & 44 


Selective Exposure and Retention of Political 
Advertising 

This article examines the relative roles of “selective expo- 
sure” to and “selective retention” of political advertising 
during the 1972 presidential election. Data was gathered in 
two regionally diverse metropolitan areas, Philadelphia and 
Atlanta. Philadelphia indicated greater general exposure to 
mass media political advertising while Atlantans were more 
inclined to recall specific advertisements. In general, a 
medium rated high for advertising exposure mentions will 
be rated low on selective retention of message, and vice 
versa. The authors conclude that because of selective 
exposure and retention, political advertising may only be 
effective in reinforcing political beliefs rather than in the 
conversion of voters. 


SURLIN, S H & J D LECKENBY 


Comment 2(1, 1973)37-40 


SWANSON, L 4(1, 1975)23-28 


Doceatur Emptor 

The paper generally deals with the application of two-sided 
persuasive communication to advertising. Credibility of 
advertising and consumer response to present advertising 
practice is discussed. Theoretical considerations include 
expectancy theory and cognitive dissonance. Situations for 
which one-sided arguments are set forth, the paper includes 
a review of empirical research, primarily in social psychol- 
ogy, dealing with two-sided mass communication relevant 
to advertising. Credibility of the two-sided argument is 


Political Advertising and the Broadcast Media 
Politicans, broadcasters and advertising practitioners have 
shown concern over problems associated with political 
advertising. These problems include allocated time to poli- 
tical advertising in the broadcast media, content of political 
advertising and cost of political advertising through the 
broadcast media. Previous discussion of these problems has 
focused on one or two problem areas with limited discussion 
of proposed solutions. This article integrates positions on 
these problem areas and provides an overview of proposed 
solutions. 


TAKAI, B 


Editorials 2(1, 1973)47-48, 3(3, 1974)53-54 


TAL, E 3(2, 1974)19-23 


Advertising In Developing Countries 

In developing countries advertising has the opportunity to 
create the demand for basic products that are vital to the 
betterment of people’s conditions. Illiteracy is the first 
obstacle. Daily papers are selective of those who are literate. 
Radio is the most widespread medium, the main visual form 
is cinema. Word of mouth still plays a very important role 
as the carrier of information. The lack of understanding of 
birth control, nutrition and hygiene are the most urgent 
areas which need the services of advertisers. 


TALLMAN, R P JR. 1(1, 1972)17-22 


Government and the Advertising Industry 

This article discusses why business is concerned with the 
manner in which the Federal Trade Commission develops 
and announces rules for the market place as well as with the 
rules themselves. Government must obtain a better under- 
standing of the role of the advertising agency and the 
practical limitations on its function and authority. The 
agency’s responsibility under the FTC Act should be 
determined in the light of these realities. 
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TAMM, G 3(2, 1974)6-8 
Influence Models or Consensus Models In 
Communications? 
Most communication theory models are constructed with 
the aim of influencing the consumer to adapt the attitudes 
to the will of the communicator. They do not take consi- 
deration to the,consumer. As society becomes more compli- 
cated, sophisticated and critical, these theories must ‘ake 
into consideration the social character of society. ‘The 
theory needs to be more a consensus opinion rather than 
the traditionally more narrow scope. 


TAYLOR, J L see WOODSIDE & TAYLOR 


TEEL, J E JR. see BEARDEN, TEEL JR.., 
DURAND, WILLIAMS 


TEEL, J E JR. also see HEADEN, KLOMPMAKER, 
TEEL JR. 


TEEL, J E JR. also see SOLEY, TEEL JR., REID 


TEEL, J E JR., R M DURAND, W O BEARDEN 

6(4, 1977)36-40 
Weekly Variation in Audience Delivery of TV 
Advertising Schedules 
Individual TV advertising spots may vary as much as five 
rating points from one week to the next which implies that 
summary measures of audience delivery of TV advertising 
schedules composed of multiple spots could vary quite 
drastically. Obviously this would have a marked effect on 
cost per thousand calculations which is a common cri- 
terion for choosing between alternate TV advertising 
schedules. Based upon examination on a large number of 
TV advertising schedules, however, this study reports that 
weekly changes in audience ratings of individual spots 
comprising an advertising schedule tend to cancel out so 
that total schedule audience delivery and cost per thousand 
estimates are not greatly affected over a two week period. 


TEEL, J E JR., R H WILLIAMS, W O BEARDEN 
9(3, 1980)31-35 & 46 
Correlates of Consumer Susceptibility to Coupons 
in New Grocery Product Introductions 
This paper presents the results of an exploratory study of 
female shoppers influenced to try new grocery products by 
sales promotions coupons. The findings indicate that this 
consumer group represents a sizable market segment with 
many unique characteristics. Knowledge of the unique 
demographic and psychographic characteristics of this 
segment should facilitate development of promotional 
strategies to elicit early trial of new products. 


TERMINI, S see FRIEDMAN, TERMINI, 
WASHINGTON 


THEOPHILOPOULOS, G 3(2, 1974)15-18 

Some Thoughts on Multinational Agencies 

There has been considerable change in the structure of in- 
ternational business. Advertising agencies have followed the 
international economic expansion. Until recently, agencies 
have had offices abroad, but not taken into account the 
local talent and needs. Successful international agencies 
must be flexible enough to attract and retain local creative 


employees rather than send already trained personnel to a 
foreign office. 

TINKHAM, S F 
Book Reviews 10(3, 1981)48, 10 (3, 1981)47-48 

TREMBLAY, R L see BARRY & TREMBLAY 

TUCKER, L R see LARIC & TUCKER 

TULLY, J E see WRIGHT & TULLY 

TURK, P B 8(1, 1979)4-8 
Children’s Television Advertising: An Ethical 
Morass for Business and Government 
The confrontation between marketers and broadcasters 
and the FTC over regulation of children’s television adver- 
tising illustrates the effect of ethic conflict on public policy. 
Ethic theory describes circumstances where instinctive and 
personal values of “‘right’’ are contested with situational 
consequences. Such ethic dilemmas are apparent in both 
corporate and government positions on the issue. Business 
publiciy professes concern for child welfare but appears 
captive of market exigency. The FTC staff is similarly 
caught between a moral certitude akin to a crusade and the 
situational reality that its proposals are too severe for 
acceptance. The paper suggests the product of such conflicts 
is the abrasive and contentious atmosphere we find in the 
current debate. 

TURK, PB 
Book Reviews 5(4, 1976)49-50, 7(3, 1978)52, 
9(3, 1980)47-48 

TURK, PB 
Comment 7(2, 1978)58-59 

TWEDT, D 
Book Review 7(4, 1978)48 


UHL, K P 7(2, 1978)35-40 
Direct Taxes on Advertising Services 
Nine states and four major cities have gross receipts taxes 
on advertising services. They currently range from 5 percent 
to less than 1 percent. Additional state and local govern- 
ments have been confronting advertisers with proposals 
to institute direct taxes on advertising. The cause appears 
to be largely the need for increased revenues, not an attempt 
to harass advertisers. 
Considerable insight about the effects of such taxes on 
advertisers and their suppliers was available from a conve- 
nient ad hoc “experiment.” One state imposed such 2 tax 
for two years and then repealed it. 


ULANOFF,S M 
Book Reviews 4(4, 1975)46, 5(3, 1976)40-41 


UNWIN, S J F 3(2, 1974)24-27 

How Culture Affects Advertising Expression and 
Communication Style 

What is the relationship between society and the communi- 
cation media? How do the media influence society? How 
does society influence the media? These questions stimulate 
much debate. There are some who hold that the influence 
of the media predominates, and that the media mold and 
control the patterns of society. Others believe that the 
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media simply reflect what is already happening in society. 
This argument’ usually centers around media content. 
McLuhan, however, has asserted that the characteristics of 
the media themselves, rather than the messages and commu- 
nications they carry, are the media’s chief influence on 


the trend and briefly touches on what the internal organi- 
zational implications will be for advertisers. 


WARDRIP, J P 


Book Review 6(4, 1977)44 


WASHINGTON, R see FRIEDMAN, TERMINI, 
WASHINGTON 


WEBB, D R see ENIS, SPENCER, WEBB 
WEDDING, N 4(3, 1975)6-10 


society. This article, which examines how society affects 
the media, also relegates the importance of media content, 
and explores the way in which society influences the ex- 
pression of its communication media. Two media are con- 


sidered — television (particularly television news) and 
advertising (particularly advertising in magazines). 


UNWIN,SJF 


Book Reviews 4(3, 1975)48, 5(3, 1976)41-42 


UNWIN,SJF 


Comments 3(1, 1974)42-44, 4(3, 1975)29-30 


URBAN, C D 9(1, 1980)32-43 


Editorial and Program Choices of Heavy Media 
Users 

This paper examines the influence of magazine and tele- 
vision show choice patterns on the overall use of these 
media by U.S. men and women. 


Over 50% of magazine readership can be explained by these 
patterns, differentiating heavy and light users of the medium 
based on the “heaviness of readership” of these different 
editorial and program selections. Forty-one percent of 
women’s television viewing behavior was explained, but 
only 19% of the men’s. The paper reviews the results in 
light of inter-media similarities in choice patterns, as well 
as interpreting the significant effects of choice patterns 
within each medium. 


Advertising As A Method of Mass Communica- 

tion of Ideas and Information 

This article is a re-evaluation of advertising as a method of 
mass communication of ideas and information to attempt 
to influence opinions and attitudes. Advertising used for 
these purposes has certain advantages compared with other 
means of mass communications. There are, however, dis- 
advantages and limitations which should be recognized if 
the effectiveness of this use of advertising is to be improved. 


WEILAND, D K see GROSSMAN & WEILAND 
WEILBACHER, W M 10(3, 1981)14-18 


Dilemmas in Advertising Research 

Much advertising research is likely to seem trivial to adver- 
tising practitioners and academicians. This is because of two 
central dilemmas in advertising research. First is the dilemma 
of purpose: advertising research is too often undertaken for 
its own sake and thus seems to have a trivial purpose. 
Second is the dilemma of method: advertising research is 
often perceived as trivial because it is based on faulty or 
ill-conceived research procedures. There is much oppor- 
tunity, particularly for academicians, to pursue non-trivial 


advertising research. This opportunity originates in the 
practice of advertising but is not trivial because of it. 
Specific examples of non-trivial research opportunities in 
VAN AUKEN, S 7(4, 1978)31-35 copy research and media research are described and 
General Versus Product-Specific Life Style discussed. 
Segmentations WEINBERGER, M G, C T ALLEN, W R DILLON 
Given a segmentation problem, marketers may be forced 10(4, 1981)20-28 & 47 
to consider the benefits of both general and product- The Impact of Negative Marketing Communica- 
specific life style segmentations. This study therefore tions: The Consumers Union/Chrysler Controversy 
explores the procedures and refinements associated with Negative publicity about products and companies has be- 
each approach and offers overall conclusions as to each come increasingly problematic for many firms. This study 
one’s efficacy. took the Chrysler/Consumers Union controversy concerning 
VANCE, D the alleged handling problems of the Plymouth Horizon and 
Book Review 4(2, 1975)37 Dodge Omni automobiles into the laboratory to examine 
VANCE, D also see STUTTS, VANCE, HUDLESON its effects. Original videotapes of the negative news story, 
the company’s reply, and product advertisements were 
VANDEN BERGH, BG obtained and edited to form experimental conditions 
Book Reviews 8(4, 1979)43-44, 10(2, 1981)46-47 reflecting the actual news story and potential company 
response strategies. Measurements obtained immediately 
and two weeks after exposure indicate that the detrimen- 
tal effects of the news story suggested by depressed market 
shares can be replicated in the laboratory. The use of public 
relations replies and product advertising are assessed as 
possible response strategies. 


WEINSTEIN, A K 6(4, 1977)19-24 
The U.S. Multinational Advertising Agency and 
Public Policy 
The overseas activities of U.S. multinational advertising 
agencies raise several important public policy issues. Host 


WALLENDORF, M see HIRSCHMAN & 
WALLENDORF 


WALLER, R see MILLER & WALLER 

WALSH, W J 4(1, 1975)20-22 
PR Perspectives for Advertisers 
This essay deals with what the writer believes is to be the 
dominant trend in advertising themes, rationale and tech- 
nique in the next few years. He examines the reasons for 


governments are likely to watch U.S. advertising agencies 
for unwanted signs of domination over local firms. They 
will also be sensitive to undesirable cultural influence along 
with several other real or imagined evils. 

The U.S. government is unlikely to have significant interest 
in the specific activities of multinational advertising agencies. 
But, advertising agencies should be very wary of the impact 
of indirect regulation. Agency operation is going to be 
caught up in the increasing web of legislation designed for 
general regulation of multinational businesses. 
WENTHE,LS 

Book Review 7(3, 1978)52-53 


WERKMEISTER, W H 3(4, 1974)21-22 
Explanation, Correlations and Causal Relations 
The first step in any science is description. Statistics are a 
gcod descriptor but it is much more important to ask why. 
Coefficient of correlation will show statistical significance 
but will not necessarily imply functional dependency. The 
principle of causality is indispensable to any scientific 
interpretation. 

WHITE, G E 1(1, 1972)28-32 
Creativity: The x Factor in Advertising Theory 
Creativity is the bridge which connects the gap between 
what the advertiser wishes to propose and the customer 
wishes to listen to. This article presents a variety of views 
on what creativity is and how it is applied. The importance 
of creativity is discussed. There isno textbook for creativity, 
one must develop it from within, it is not something which 
can be learned from another creative person. 


WHITE, G E 

Book Review 3(3, 1974)52 
WHITE, GE 

Profile 6(4, 1977)47-48 


WILCOX, G B see MURPHY, CUNNINGHAM, 
WILCOX 


WILKINSON, J B see MASON & WILKINSON 


WILKINSON, J B, EH BONFIELD, J B MASON 

4(4, 1975)21-26 & 48 
Subjective Deception and Cue Effects in Food 
Advertisements 
Do shoppers necessarily equate “reduced in price” with 
“advertised in newspaper?” In addition, what are the 
effects of the following variable on price perception of 
advertised food items: regular or reduced price, prominent 
or nonprominent display of product in an advertisement, 
frequent or infrequent advertising of the product, and type 
of product, i.e., meats, staples, canned goods, and produce. 
A total of 226 personal interviews were conducted as a 
basis for the research. 
For well-known and commonly purchased products which 
were the focus of the study, respondents did not assume 
that advertised items were reduced in price. However, 
particularly meaningful insights were generated via the 
analysis of intra-advertisement influences. Analysis of intra- 
advertisement influences on price perception accuracy con- 

firmed that shoppers learn how to read an advertisement 

and any deviation from the “rules” lowers their perceptual 

accuracy. As a result, constructing an advertisement for 


deceptive purposes merely requires breaking such “rules.” 
For instance, placing infrequently advertised meats with 
reduced prices into a non-prominent position or an infre- 
quently advertised canned good with a regular price into a 
prominent position virtually insures deception. 
WILKINSON, J B, JB MASON, C H PAKSOY 

8(3, 1979)43-46 &48 

Replicating the Effect of Advertised Specials at 
Regular Price on Food Shopper Price Evaluation 
This study verifies a previous finding that food shoppers 
can correctly identify the advertised price level for items 
featured at the regular price in the context of a newspaper 
ad. Morever, advertising regular-priced items in prominent 
positions did not materially affect their price accuracy 
scores. 


WILLIAMS, R H see BEARDEN, TEEL JR.., 
DURAND, WILLIAMS 


WILLIAMS, R H also see TEEL JR., WILLIAMS, 
BEARDEN 


WILLS, G, D CORKINDALE, S KENNEDY 4(1, 

1975)32-36 
Pragmatism in Advertising Research 
This paper reports an empirical study of advertising effec- 
tiveness measurement procedures adopted in 20 major UK 
companies. It concludes that few adopt a total approach to 
company marketing communications. Pragmatism is widely 
perceived as more important than global theoretical struc- 
turing. The authors counter the industry evidence with an 
hypothesized framework for more effective pragmatic 
behaviour based on the evidence of existing activities. The 
authors argue that advertising programmes must much more 
seriously take into account the careful formulation of goals 
in a ‘total’ context embracing an understanding of how the 
advertiser himself believes advertising works in these 
markets. This paper reports one facet of a continuing 
programme of research sponsored by the 20 companies in 
the Marketing Communications Research Unit at Cranfield. 
Comment 4(1, 1975)36-37 
Rejoinder 4(1, 1975)38 


WIMMER, R D see REID, SOLEY, WIMMER 


WINGERTER, G J see CARDINAL, SANDERSON, 

WINGERTER 

WINN, P R & T NEVILLE 5(1, 1976)10-16 
The Search for a Good Measure of Magazine 
Readership: The TGI-Simmons Controversy 
Magazine readership has been important to the advertising 
field for a long time. Interested parties have included 
agencies, clients and the magazines. With the introduction 
of Target Group Index (TGI) the routine use of W.R. 
Simmons and Associates syndicated services has been ques- 
tioned as well as what ‘‘readership”’ really means. 
This project attempts to accomplish three objectives: (1) 
develop a few normative standards for measuring magazine 
readership, (2) compare TGI and Simmons in terms of their 
performance against these standards, (3) develop some 
reasoning for where there are, in some cases, substantial 
discrepancies between results that are designed to measure 
the same construct. 
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WINTER, E see RUSSELL & WINTER 


WISE, G L, H E BROWN, M K COX 4(3, 1975) 

41-46 
The Effect of Program Type and Other Variables 
in Reaching the Daytime Television Viewer 
with Advertising Messages 
This study examines such variables as program type (drama 
vs. games), program time, viewing frequency, number of 
persons in the room, and the viewer’s sex as they affect the 
daytime television viewer’s ability to recognize products 
which were (or were not) advertised on television programs 
viewed immediately prior to interviews conducted with a 
random sample of viewers from the Dayton, Ohio, metro- 
politan area. Results of this study indicate a number of 
statistically significant differences triggered by these 
variables — differences which have potentially large practi- 
cal implications for television advertisers. 


WOLKEN, J D see DERRICK & WOLKEN 
WOLTER, L J 
Comment 2(1, 1973)35-36 


WOODSIDE, A G & M W DELOZIER 5(4, 1976) 

12-19 
Effects of Word of Mouth Advertising on 
Consumer Risk Taking 
The role of word of mouth advertising on modifying con- 
sumers’ willingness to make risky product choices is an- 
alyzed. The authors present an information and perceived 
risk processing model of word of mouth advertising’s in- 
fluence on consumer behavior. Implications for advertising 
management are suggested. 

WOODSIDE, A G & W H MOTES 8(1, 1979)19-25 
Evaluating Consumer Profiles of General Response, 
Direct Response, and Reader Service Inquiries 
from Magazine Advertising 
How does the profile of consumers who use magazine 
reader service compare with the profile of consumers who 
respond directly to advertisers or who request information 
independently unrelated to advertising? The results of a 
large-scale survey of inquirers indicate that direct response 
inquirers are more likely to buy the product advertised and 
produce greater revenue per inquiry compared with maga- 
zine reader service and general response inquirers. Data 
analyzed from 7,101 respondents to a 12 item questionnaire 
sent to 12,984 inquirers indicate substantial differences in 
consumer profiles between general response, direct response 
and reader service inquirers. 


WOODSIDE, AG & DM REID 5(3, 1976)25-28 
Choosing Competing Magazines for Tourism 
Advertising Programs Using a New Revenue 
Approach 
Revenue produced for advertising should be considered by 
advertising managers when planning their media schedule. 
Woodside and Reid present the application of a survey 
research method to aid in choosing magazines for tourism 
promotion. 

WOODSIDE, A G & J L TAYLOR 7(1, 1978)48-51 
Consumer Purchase Intentions and Perceptions 

of Product Quality and National Advertising 


The relationship between consumer perceptions of brand 
quality and the level of national advertising is examined 
using 93 subjects for three brands of peanut butter. The 
association between these perceptions and purchase inten- 
tions is also reported. Results suggest that a strong link 
between quality and national advertising exists in the minds 
of consumers. Subjects associated peanut butter brand 
quality with the perceived level of national advertising. 
Additionally, purchase intentions were positively corre- 
lated with perceptions of brand quality. 


WRIGHT, D K 
Book Review 7(4, 1978)46 
WRIGHT, JS 
Book Reviews 8(2, 1979)45, 9(1, 1980)44, 
10(2, 1981)46 
WRIGHT, JS 
Profile 7(2, 1978)62-63 


WRIGHT, JS & J E TULLY 3(2, 1974)28-33 

The Advertising-Marketing Marriage 

This article evaluates advertising-marketing relationships 
using marriage as an analog. Client-agency interactions are 
discussed within the context described by Nena and George 
O’Neill in their bestseller, Open Marriage. Two types of 
husband-wife alliances, closed marriage and open marriage, 
are used comparatively to trace developments in client- 
agency marriages through the last three decades: the “‘prod- 
uct era” of the 1950s, the “creative era” of the 1960s 
and the “position era” of the early 1970s. The article 
concludes with recommendations to clients and agencies 
for initiating and achieving open marriages. 


YOELL, W A 3(1, 1974)33-36 
The Fallacy of Projective Techniques 
Advertising and market researchers continue to look to the 
behavioral sciences for techniques and procedures in the 
hope of explaining, accounting for, describing and classi- 
fying consumers and their buying behavior. 
The use of projective techniques and their fallacies are 
discussed in this paper. A survey of the literature as well as 
experience in applying such techniques to consumers 
reveals their total incapacity and inapplicability to 
consumers. 
It is concluded that advertising and marketing would be 
better advised to expend time and effort on analyzing 
buying and use behavior rather than “personality,” “trait,” 
“attitudinal,” “psychographic” or consumer life styles. 
Comment 3(1, 1974)36-37 
Rejoinder 3(1, 1974)44-46 
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ZANOT, E J 9(4, 1980)20-26 & 42 


A Review of Eight Years of NARB Casework: 
Guidelines and Parameters of Deceptive Advertising 
This article summarizes all NARB panel decisions con- 
cerning truth and accuracy in national advertising rendered 
during the mechanism’s first eight years of operation and 
establishes parameters that show the standard of truth and 
accuracy acceptable to NARB. The summary also establishes 
guidelines of NARB acceptability concerning some of the 
more common and recurring problem areas of deceptive 
advertising. Some notation and comparison with federal 
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regulation is made where appropriate. All of these para- 
meters and guidelines are collapsed into a table at the end 
of the article. Research materials for this article are pri- 
marily drawn from NARB documents and the 35 panel 
decisions to date. They are supplemented with personal 
interviews and telephone conversations with staff members 
at NARB. Court decisions and FTC publications are used 
as well. 
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